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LOOK WHAT’S HAPPENED TO MONDAY! 
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— of automatic washers and 
ironers passed the four-million mark in 1947, 


and continues to spiral ... and thus another mand for paper keeps increasing. To help meet Ls 
American industry expands to meet America’s this demand, “‘Paper Makers to America”’ is, it- e 
expanding markets. self, expanding. The result, already apparent, is 
To develop these washday wonders takes imagi- more and better Mead Papers of the Mead, Dill . 
nation, skill, research, machinery, and—paper. & Collins, and Wheelwright lines—‘‘the best buy - 
The inventor crystallizes his ideas on paper. De- in paper today.” . 
signers and draughtsmen detail their plans on - 4 
paper. Engineers chart production on paper. And * *& x Mead offers a completely diversified line of papers in 4 
in packaging, labeling, shipping, advertising, mer- colors, substances, and surfaces for every printed use, includ- : 
ns ’ . : ; ing such famous grades as Mead Bond; Moistrite Bond and a 
chandising, selling and instructing, paper again iG 


plays its inevitable part. 
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MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 
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With the growth of every new industry, and 
with continued expansion of old industries, de- 





Offset; Process Plate; Wheelwright Bristols and Indexes; 
D & C Black & White; and Printflex Coated Papers. 
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THE MEAD CORPORATION ¢ “‘PAPER MAKERS TO AMERICA” 











papers 


e 


The Mead Sales Company, 230 Park Avenue, New York 17 « Sales Offices: Mead, Dill & Collins, and Wheelwright Papers « Philadelphia « Boston « Chicago » Dayton 
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Revolutionary new methods 
now make possible rollers 
and blankets built 
to closer tolerances than 
ever believed possible 


Jt 








New electronic devices and scientific measur- 
ing instruments are used in the construction of 
these rollers and blankets—to assure greater 
accuracy than anything ever before achieved 
in the industry. That is why these accessories 
give you such amazingly fine results. 
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RAPID ROLLER CO. 


Federal at 26th D. M. Rapport 
Chicago, Illinois President 
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SHORT 


NOTES 


DEPARTMENT 


ep “\ \NIFESTO!” is title of a 10-fold., 
frenc'-fold, 3°" x 9” announcement .. . 
by \merican Institute of Graphic Arts, 
115 Fost 40th Street, New York 16, N. Y. 


Expl:ins what is happening to printing 
throvch “over-specialization” . . . an 
how .o annual exhibit of the finest ex- 
amp':s of commercial printing might 
help remedy that situation. The Insti- 
tute says . “It should convey with 


force the fact that no one aspect of the 
graphic field alone is decisive ... 
wheter it be illustration, art direction, 
printing process, or whatever ... but 
that what is needed is proper understand- 
ing and evaluation of all of them.” 
Deadline for entries was October 15th. 
When the show opens at the Archi- 
tectural League, 115 East 40th Street, 
New York on January 9th ... all will 
have a chance to see the winners. Varied 
examples of the best in printed promo- 
tion will be presented. 


pp 


> A MODERATELY PRICED ($99.95) 
wire recorder has just appeared on the 
market . . . manufactured by Air King 
Products Company, Inc., 170 53rd Street, 
Brooklyn 32, New York. It’s labeled 
Model A-725 and is considered a 
complete unit in itself. Includes ampli- 
lier and speaker; has immediate play- 
back; records from telephone, radio, 
phonograph or microphone; makes per- 
manent recordings or erases automat- 
ically. This portable outfit weighs 2144 
pounds, measures about 13” x 12” x 9”. 
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> THE 34th ANNUAL John Plain Book 
‘from John Plain and Company, 123 
North Wacker Drive, Chicago 6, Illinois) 
Is on its way to 44,000 retailers of rural 
America. Storekeepers, druggists, and 
hardware merchants in towns of 5,000 
or less. A unique feature of the book 
-.. Is the “Catalog within a Catalog,” 
which enables customers to do Christmas 
shopping for the whole family in half 
an hour, The company, in a press release, 
brings out an interesting fact .. . that 
one-half of the 144 million Americans live 
In towns of population 5,000 or less. 
he advantage offered by this catalog to 
reluiler . . . is that he need not have 
any of this stock on hand (from diamond 
rings to children’s toys). His customers 
suiiply give him the order from the book. 
The dealer orders it... and receives 
‘u-fomary commission, Article is sent 
ov by mail. Layout of the catalog is 
fir.!-rate, 


& A SERVICE DESIGNED to show busi- 
ness men how to deal with foreign firms 
under the Marshall Plan .. . is made 
available by the Army Times Publishing 
Company, 1115 18th Street, N. W., Wash- 
ingion 6, D. C. The service consists of 
a weekly, 4-page “Marshall Plan Letter.” 
two or more specialized reports monthly 

. and a book, “How To Do Business 


Under the Marshall Plan.” 
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> THE GRAHAM PAPER COMPANY, 
1014 Spruce Street, St. Louis 2, Missouri 
. . . has come out with an interesting 
little booklet called “The March of Presi- 
dents.” A timely tabulation of votes re- 
ceived by every President since George 
Washington. Tied in with dates ... are 
a few lines on every few pages in very 
small type telling what Graham Paper 
was doing at the time. It’s a 28-page, 
3%” x 64%” (stapled on the short side) 
booklet . printed by offset in dark 
green, 
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> IN AN UNUSUAL MERGER 

Stecher-Traung Lithograph Corporation 
of Rochester and San Francisco . . . and 
Rode & Brand of New York announced 


an association between the two com- 


panies on September 24th. Each 
firm will retain its separate identity. 
personnel and plants. Rode & Brand 


will act as sales associates for New York 
and surrounding areas. This act will 
provide them with the largest battery of 
!-color lithograph presses in the world 
... numbering 11. Also 28 2-color and 
12 l-color presses. 
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& “COPYCARDS” is the name of copy- 
making, government postal card station- 
ery. Produced by Copycard C-Mail Com- 
pany, 515 Park Drive, Boston 15, Massa- 
chusetts. Standard government card (314” 
x 51%”) is inserted in 414” x 51” folder- 
type form .. . with carbon paper in stra- 
tegic positions. A 100-word message on 
one side ... and address on front can 
then be typed on Copycard. Carbon im- 
print is on post card. Used for certain 
business correspondence . . . that doesn’t 
require the tone of a regular letter. Send 
off the postal card ... and file away the 
Copycard. 


(Continued on Page 36) 





REPLY-O LETTERS 
will do your selling job 
e MORE EFFICIENTLY 
e LESS EXPENSIVELY 
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The REPLY 
IN 
THE LETTER 


NATIONAL ADVERTISERS SAY: 


Letters ‘‘An elaborate broadside 
with return postcard en- 
closed produced 8% _ re- 
turns. The Reply-O follow- 
up produced 24% from the 
same list."’ 

The Mathieson Alkali 


“Our Reply-O 
produce between 18% 
and 32% replies. We 
have been able to trace 
$13 millions in business 
from an expenditure of 
$27 ,000.00."" 


New England Mutual Works, Incorporated 
Life Insurance Company 

“Up to the present 

writing, the score 


stands: Reply-O — 189 

orders against the ordi- 

nary letter—98 orders.’’ 
Borden's Milk 


To save you time, send along the fol- 
lowing information when you request 
samples. 

Frequency of mailings. 

Average size of maitings. 

Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 






















a report on 


THE PHILADELPHIA STORY | 


by Henry Hoke 


The most lonesome place in the 
world is .. . the lobby of a hotel the 
day after your convention closes. I 
stayed over in Philadelphia to write 
this report. Sunday morning | walked 
around the empty mezzanine, where 
just a few days before there were 
booths filled with activity and friend- 
liness. 


Gone was the pretty girl in the 
Gordon Advertising Mysto-Ads ex- 
hibit... right next to THE REPORTER. 
Gone was Leo Joachim’s charmer in 
the Production Yearbook display. 
Gone was Gene Colvin from the Ap- 
pleton Coated Paper table. Gone was 
Roger Clapp from his Linton sound- 
less talking movie. Vanished, too, 
the clatter of typewriters and the 
grind of duplicators. All strange 
faces in the lobby .. . in the elevators 

. and in the halls. 


But I have been through these after- 
convention blues many times before 

. so I just went out on Chestnut 
Street and watched the Pulaski Day 
parade ... wondering what I would 
write about Direct Mail. Nearly 
every band in the two-hour proces- 
sion played “You Call Everybody 


Darling.” 


A week is a long time for conven- 
tioning . . . especially when you are 


over fifty. 


It started out for me on Sunday, 
September 26, with a bus ride to Rus- 
sell Baum’s beautiful home at Wynne- 
wood, Pennsylvania. Russell and his 
sister invited the entire membership 
of the Mail Advertising Service Asso- 
ciation to start their 28th Annual 
Convention with cocktails and a buf- 
fet supper with them. 


I always enjoy these MASA gath- 


erings. Everyone has something in 


6 


common . similar interests and 
similar problems. It was a fine eve- 
ning with wonderful entertainment, 
which put everyone in fine fettle to 
start the actual sessions at the 
Bellevue-Stratford Hotel the next day. 
I got a great kick out of listening to 
this crowd of happy people singing 
a song especially written for the oc- 
casion by Mayer Feldenheimer (to the 
tune of “I’m Looking Over a Four- 


Leaf Clover”): 


“I’m looking over a new Baum Folder 

That I overlooked before 

It speeds up production, the others all 
say, 

Let’s do more folding, you know it will 
pay. 

No need explaining, the one remaining 

Should be inside my door, 

So please send over that new Baum 
Folder 


That I overlooked before.” 


Reminded me of the time back 
some 20 years ago when Jack Carr 
wrote his famous song to dramatize 
the then-current competition between 
Kier and Pyle presses. 





new President of the MASA 


Jack Kane... 


THE REPORTER OF DIRECT MAIL ADVERTISING 


More than 400 persons, represent- 
ing the firms and organizations who 
handle the largest amount of adver- 
tising and sales promotion mail in 
the United States and Canada, were 
gathered together in Philadelphia... 
the largest crowd in the Association’s 
history. 


I cannot report the meetings... 
for they were restricted to members. 
The only meeting I attended was the 
one at which I spoke (giving the same 
old stuff) ... but I did manage to 
visit most of the social gatherings. 
The annual banquet . . . where the 
awards are made. The room parties 

with Sam Krock, Ed Husen, 
Elmer Roeper and many other old- 
timers. Newcomers, too. 


Incidentally, the MASA is engaged 
in a commendable program. I saw the 
first of a series of booklets which the 
Association intends to produce during 
the coming months. Booklets to help 
members get more profits or give 
better service in mail advertising pro- 
duction. First booklet was written 
by Ed Husen, entitled “More Profit 
in Typing.” Sells for $1... but dis- 
tribution is limited to members of 
the Association. 


John Kane of Advertisers Mailing 
Service, New York City, replaced re- 
tiring President Miles Kimball as the 
new President. Harry Berle, Camp- 
bell-Sanford Advertising Company, 
Cleveland, became the new Vice- 
President (he was Vice-Chairman of 
the DMAA Convention in Cleveland 
last year). Paul Krupp of Los An- 
geles and Alister Dicks of Toronto 
were again chosen West Coast and 
Canadian Vice-Presidents, respect- 
ively. ) 
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Elias Roos of Jack’s Letter Service, 
Milwaukee, was renamed Treasurer. 
New Directors elected were: A. J. 
Jolie of the Heneley Company, Chi- 
cago: John Yeck of Yeck and Yeck, 
Davion, Ohio; Huntley Geddes of 
R. L Polk & Company, Detroit. Hold- 
over Directors were: S. Mayer Fel- 
den! -imer, Philadelphia (who did a 
won erful job as Philadelphia Gen 
eral chairman); Merral A. Fox, Bal- 


time e: Helen E. Melloh, St. Louis. 


C n’t go into all details of who won 
wha cups in the annual contests. . . 
but our old friend Bob Heller of 
Bea: mont, Heller & Sperling, Read- 
ing. Pennsylvania was the winner of 
the ward for the most effective cam- 
pais: designed and produced for 
a client. 


A: the final session on Wednesday 
morning, September 29, the delegates 
sele-ted Milwaukee as the 1949 Con- 
vention City. (But this decision was 
subsequently altered by inability to 
secure suitable hotel accommoda- 


tions. } 


Many officers and members of the 
MASA remained in Philadelphia to 
attend sessions of the Direct Mail 
Advertising Association, which start- 
ed in the Benjamin Franklin Hotel 


at noon on September 29. 


| won't attempt to discuss or re- 
produce the speeches made at this 
3lst Annual Convention of the 
DMAA. It was just another conven- 
tion... one of the largest in recent 
vears. About 800 registrations. 


Henry, Jr., aided by Jim Stewart, 
tackled the difficult job of producing 
the registration list (with room num- 
bers attached) so that everyone could 
be properly located. Most of the 
meetings opened on time. The speak- 
ers all showed up. All of the pro- 
ceedings were recorded by Sound- 
Scribers. The DMAA, after thor- 
oughly editing, will publish the en- 
tire proceedings. All the speeches 
wil! be available to members (and to 
others for a slight charge). So why 
should THE REPORTER use up already- 
crowded space? 


| have made a canvass of some of 
the people who attended all the ses- 
sions. Pll candidly admit it is im- 
possible for this reporter to be in a 
booth, run around the hotel attend- 
ing private gatherings and listen to 


(Continued on Page 8) 
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Holding Certificates in the ‘Best of Industry”’ 
} istry’ contest. In the usual order .. . i 
Staudt of eee | Register Co.; Al Geiser of Dayton Rubber Co.; John Yeck a tn oe 
Chairman of the Board of Judges, Ellis Bishop of Royal Typewriter 


- 


Not a New Year's Eve party. Just some ex- i i 
car's: a presidents of the DMAA .. . hel ly- 
— - — = _ 3 a: av are Eliot Wight of U. S. Envelope; Ss Slwer of stg 
ao & alter o intkote Company; Leonard Raymend of Dickie-R ; 
Konselman of A. & M. Karagheusian ee ee 
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all the speeches. How did the dele- 
gates like the speeches? 


A little better than usual was the 
general opinion. But some were in- 
clined to believe that a few sessions 
were too fundamental (at least for 
old-timers). Of course, it is my per- 
sonal opinion that the so-called old- 
timers get more out of a convention 
from private room parties where they 
gather together to hash over past ex- 
periences and future possibilities. 


It might be a good idea for future 
program committees to allow more 
unscheduled (speakerless) time for 
these private get-togethers. Program 
committees seem to be too anxious to 
get too many names on the program. 


Even though we are not going to 
print any speeches in this particular 
issue of THE REPORTER, I| think I 
should break off here to give you a 
few of the comments about the award- 
winning campaigns made by Ellis 
Bishop, . Advertising Manager of 
Royal Typewriter Company, New 
York City, and Chairman of the 
DMAA Board of Judges for this 
years annual contest. (On another 
page of this issue, we are printing a 
list of the winners in the Annual Con- 
test. And in future issues, THE RE- 
PORTER will analyze some of the most 
outstanding campaigns. ) 


Ellis Bishop’s comments: 


“Here are some of the headlines 
which occurred to me as I helped to 
judge this year’s entries in the DMAA 
contest: 

Direct Advertisers Pinpointing Pro- 
motion: Scatter Techniques Trail- 
ing. 

Simplicity Showing Strength: Penny 
Postcards Pack Punch. 


Merchandising 
Must: How, 
Books Bullish. 


of Advertising a 
When and Where 


Some Big Industries Blind to Direct 
Mail Advertising Possibilities is 
Charge. 


Chief Component of Best of Industry 
Campaigns Isolated, Dubbed ‘In- 
genuity. 


These headlines don’t tell much. 
But expanded and illustrated, they 
may. For example, take the pinpoint- 
ing procedure. More than ever, send- 
ers are utilizing the ‘direct’ of Direct 
Mail to get messages to particular 
eroups or particular people. Take a 
big one first—The Borden Company 
—with dollars to spend in every ad- 
vertising medium that exists. They're 
doing a real job with plain letters 
to householders—new residents, ex- 
customers and the like. They’re 
reaching specialized groups of people 
without waste, without fanfare. 


American Wine Company advertis- 
ing is a model of custom tailored ma- 
terial for limited—but fertile markets. 
Carefully procured mailing lists of 
connoisseurs, wine stewards, of hotel 
managers, are the framework of 
mailings which sell wine in terms of 
the special interest of the individuals 


addressed. 


Similarly, Capital Airlines’ system- 
atic mailings to conventioneers (more 
on page 16) and C.I.T.’s informative 
booklets beamed to particular indus- 
tries selling particular products are 








cases of individualized advertising 
that carry unusual impact. 


Direct advertisers are ferreting out 
the narrow and concentrated markets 
and pinpointing their efforts. 


It’s a kindred trend—the trend *o 
simplicity. Cards and letters are fe- 


ing used with telling effect. Tae 
Haire Publishing Company, with 


their series of postcards to promote 
Fashion Accessories. The stimulating 
family of mailing pieces they directed 
to agencies and advertising managers 
won the applause of the judges for 
their brief, bold form and their pro- 
vocative messages. 


Likewise, a top award went to 
J. R. Wood Company for its series 
of four-page, 314° x 6° folders pro- 
moting jewelry. And in this case il’s 
worth commenting that these clever 
and convincing pieces — small and 
simple by comparison to many of the 
entries—were the essence of the co- 
ordinated creative talent of a top 
agency, a top art service and a top 
printer, with a top advertising man- 
ager understood. 


Years ago I knew a client who 
planned a $50,000 advertising cam- 
paign and spent another $50,000 mer- 
chandising it. That campaign came 
to be known as the most highly ad- 
vertised advertising in history. Ex- 
cept for a misplaced decimal point, 
the idea is still sound, and a number 
of advertisers proved it in the past 
year with merchandising pieces which 


(Continued on Page 10) 


























Ed Mayer presents plaque to Nelson B. Wentzel of the Post Office 
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it. 
‘/} The new 
ist e 
. f improved ATF LITTLE CHIEF 
4 Sheet size 14x20 Printing Area 13x19% 
4 Wit handle any kind of stock from onion skin to 4-ply card; turn out letters, 
3 office forms and stationery, or direct mail advertising at speeds up to 5000 im- 
, pressions per hour; reproduce half-tones and color work of fine quality ... 
or duplicating jobs formerly done on less professional equipment. Yet the ATF 
Little Chief is simple to operate, easily accessible, with every facility for the 
operator's convenience. 
For shops preparing their own plates, complete ATF plate-making 
equipment and camera are available for use with the ATF Little Chief. 
Ask your ATF Salesman for full information, or write 
When you think of offset, " Ly 
think of the ATF CHIEFS MtMCan Yfie CUNAGNS 
3 , 200 Elmora Avenue. Elizabeth B, New Jersey 
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are models of clarity, completeness 
and originality. 


Foremost, perhaps, is the job 
Schwayder Bros. is doing on their 
lines of card tables and luggage. 
Their full-color, board-bound mer- 
chandising volumes lead their sales- 
men and dealers step-by-step through 
their advertising campaigns—fortify- 
ing the advertising at every point, 
tying it in to local operations, 
strengthening the links in the chain 
of persuasion. Wonderful, too, is the 
job being done by the automotive in- 
dustry—Pontiac, Studebaker, others. 
In this case, as in many lines, the 
advertising helps are not given but 
sold to dealers, and the merchandis- 
ing must be good. The General Tire 
job merits a mention as well as a 
prize for its clean, cogent, forceful 
explanation of the company’s adver- 
tising helps. 


The direct advertising entries were 
studded with bright examples of good 
merchandising of advertising. 


The new group of entries to the 
DMAA competition reveals more 
strongly than ever the intelligence, 
the brains behind the business. At 
times, you'd almost gasp at the sheer 
artistry and ingenuity of some of the 
work. In the world of medicos, the 
pharmaceutical houses — Abbott, 
Squibb. Merck, Lederle, Bristol—are 
publishing superb journals, studies 
and pamphlets which are contributing 
their part to the spread of medical 
knowledge. 


The elaborate work of the broad- 
casting companies is not only a trib- 
ute to direct advertising made by 
another medium—it is a rare and 
rich contribution to the art. And the 
powerful and persuasive pieces of 
the newspaper publishers—led by the 
Times and World Telegram—are class 
from any angle. 


I’ve reserved for special mention 
a few campaigns that cast a special 
glow because they are so fresh and 


rew and ingenious. The Canadian 
Post Office drive to increase the use 
of Direct Mail is one. (They advance 
some strong reasons why. too.) I 
liked the originality of the Equitable 
Life Insurance plan which sells in- 
surance without free wallets and key 
cases. Skytop Lodge in the Poconos 
decided to become an all-year-round 
resort, developed a program of color- 
ful winter events. invited selected 


folk to run up, and filled the house. 
10 


The State of Pennsylvania is doing 
an outstanding job of publicizing its 
opportunities and its resources. In 
the textile field, Juilliard sends bright 
descriptive matter, samples, and of 
all things — phonograph records to 
tell the stores how best to show and 
sell their woolens (again check page 


16). Sharp stuff! 


Finally, Monsanto Chemical de- 
serves a special neatness award for 
the neat plan of promoting to depart- 
ment store executives the products 
and brands which are made of its 
plastics. Thus, Gimbel’s toy buyer is 
sold on plastic trucks, is told where 
to buy them and how. It’s a real 
service to the stores and if the plastic 
fabricators forget Monsanto, I’d_ be 
surprised. 


Wonderful things in Direct Mail 
are being produced in our own back- 
yard. And proper emphasis is falling 
on the direct, the simple, the well- 
merchandised, the ingenious. 


Is it paying off? According to 
the results described by the entrants 
in the letters which accompanied the 
campaigns—yes, abundantly.” 


* *% * 


I think that is a very good report 
by the Chairman of the Board of 
Judges. It is encouraging too to 
know that entries this year were 16 
percent more than last year. 


The annual business meeting of 
the Association brought about a new 
lineup in administration. 


Dale Y. Ecton, Manager, Advertis- 
ing Distribution, Trans World Air- 
lines, Kansas City, Missouri, was 
elected President of the Association. 
He succeeds Charles B. Konselman, 
Advertising and Public Relations 
Manager, A. & M. Karagheusian, 
Inc., New York, who becomes Chair. 
man of the Association’s Advisory 
Committee. Harry A. Porter, Vice- 
President, Harris-Sevbold Company. 
Cleveland, was elected American Vice- 
President; Harry E. Foster, Presi- 
dent, Harry E. Foster Agencies, Ltd.. 
Toronto, was re-elected Canadian 
Vice-President; Randolph Clement. 
San Francisco. West Coast Director. 
and A. M. Sullivan. Advertising Man- 
ager. Dun & Bradstreet, Inc.. New 
York, was re-elected Secretary-Treas- 
urer. 

Three new directors’ were 
chosen: Alice Honore Drew. Adver- 
tising Consultant, Forest Hills, New 


York, first woman director ever 
elected by the DMAA;; L. T. Alexan- 
der, E. I. du Pont de Nemours & Co., 
Wilmington, Del. and James E. Brun- 
dage, Advertising Manager, Bismar:k 
Hotel, Chicago. 


Continuing on the Board as hol1- 
overs were: Edward N. Mayer, J:., 
President of James Gray, Inc., New 
York City; George Pfeiffer, III, Di- 
rector of Advertising, McGraw-Hill 
Book Company, New York Cit); 
W. E. Smith, Manager of Sales Pro- 
motion, Pitney-Bowes, Inc., Stai- 


ford, Conn. 


Continuing as Executive Director: 
Frank Frazier; and as_ Executive 
Manager: Jane Bell. 


One of the highspots of the con- 
vention for this reporter was the very 
enjoyable get-together party staged 
by the Chairman of the Entertain- 
ment Committee — Don Molitor of 
Edward Stern & Company, Philadel- 
phia, on Thursday evening. These 
get-togethers are important. They 
help to break the ice. The floor show 
was wonderful, even though this re- 
porter doubts if his activities as a 
stooge for the magician helped the 
act to any great extent. 


Another big highspot was_ the 
meeting at noon on Friday, October 
1, to honor Nelson B. Wentzel. The 
bronze plaque presented to him is 
illustrated on page 8... a recog- 
nition long due a man who has 
worked cooperatively with Direct 
Mail people for 42 years. 


This reporter helped wind up the 
convention Friday afternoon by act- 
ing as moderator at a question-and- 
answer forum. We may have had too 
many experts on the panel. . . but 
everyone seemed to have had a good 
time. 


It would be impossible to mention 
all the private parties. Harry Porter’s 
suites, both at the Bellevue-Stratford 
and Benjamin Franklin, functioned 
continuously. By McCoy of Stecher- 
Traung, with his new partner, Al 


Rode, Rode & Brand, New York, was 


‘busy as usual. Leonard Raymond gave 


his customary annual party for clients 
of Dickie-Raymond. Walter Berko- 
witz of Tension Envelope entertained. 
Retiring president, Charles Konsel- 
man, greeted most of the delegates 
in his suite. And don’t ask this re- 
porter to tell you how it feels to live 


through a week in his goldfish bow]. 
(Continued on Page 33) 
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GUNS AND ACCESSORIES, COURTESY ABERCROMBIE & FITCH... DIRECT COLOR PHOTOGRAPH BY VICTOR KEPPLER, NEW YORK CITY. 


An invitation to go hunting 


Show the above picture to any sportsman and we'll 
wager he'll have an irresistible urge to hightail it to 
his nearest, favorite marsh. Why? Because everything 
looks so real . . . so colorful! 

The reaction to color is instinctive. Color 
attracts. Color commands attention. Color creates 
desire. Color sells! 


The importance of using color in selling is one 


reason so many buyers of printing are turning to off- 
set lithography. With offset, lifelike, natural color 
can be obtained with speed . . . on almost any kind 
of paper you wish to use—an important reason why 
offset lithography gives you a better run for your money. 

If you would like to learn more about the many 
advantages of offset lithography, there’s an important , 


message for you on the next page. 
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entitled 
‘A Better Run for Your Money”. . . shows 
and tells why, dollar for dollar, lithography 
puts more sales punch into printed messages. 
Arrange now with your lithographer for a 
showing to your own department, club or 
association—or write us direct. Harris-Seybold 
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smart looking, low cost booklets 


se— RESULTS 


ina DEPARTMENT STORE 


By i. LEWIS POSEN 
Publicity Director 
Hochschild, Kohn & Co.. 


Bali:more 


A question that confronts sales 
promotion people in department 
stores constantly is: “How can we 
increase the number of charge ac- 
counts on our books?”. . . When it 
is coupled with “What can we do to 
make our charge customers buy more 
per account?”, many people think 
in terms of two separate and distinct 
campaigns. 


Since printing and mailing, and 
now postage costs, keep going up... 
expense is a major consideration. 
And two campaigns mean two pro- 
duction and printing jobs. Even back 
in 1943, expense was a consideration 
in our store. But a little thought gave 
us one good answer to both prob- 
lems at once. 


Obviously, the best people, the 
easiest people to convert to everlast- 
ing(?) charge allegiance to a store 
are those who buy there regularly for 
cash. They usually prove to be the 
most responsive group of people for 
such “new” business promotion. So 
the answer to question one seemed 
easy . . . “Go after your cash cus- 
tomers.” 


Fine! But how? By telling them 





It is difficult to get de- 
tailed information on how Department 
Stores use Direct Mail. Too often... the 
policy is “top secret.” But now we can 


R porters Note: 


ive the story of Ben Posen, who does such 
ai outstanding job for Hochschild, Kohn 
& Co., of Baltimore. Perhaps by Ben’s ex- 

ple, we'll be able to get other retail 
a vertising managers to tell us their story. 
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what swell people we are? By flat- 
tery, with a psychological gem of a 
letter campaign? By putting the pres- 
sure on with a door-to-door solicita- 
tion drive? Our primary story was 
and always will be the merchandise 
we sell. In 1943, when merchandise 
was scarce, we believed that the store 
that could convince people it had the 
merchandise would get the business. 
So we decided to try to attract people 
to our store by giving them merchan- 
dise to buy. And some of the best 
letter campaigns, for new accounts 
and to revive old accounts, lean 
strongly on merchandise offerings. 


Another tough nut to crack was the 
finding of a good mailing list. Only 
a small proportion of our cash sales 
slips involved a delivery address. And 
those sales slips were so well scram- 
bled with all the rest that it was well 
nigh impossible to cull them without 
tremendous expense. The answer was 
found quickly in the criss-cross tele- 
phone book. Here were people, sub- 
stantial enough to have a phone. And 
living in reasonably good neighbor- 
hoods, made them logical prospects 
as charge customers of our store. 


The delivery department went 
through the book and _ eliminated 
those streets they were sure were 
undesirable for our purpose. Then 
the credit manager made a further 
examination of the streets left, using 
his knowledge of sections of the city 
where collection problems were not 
a large factor. Then the final step 
in list building was the tedious. 
dogged check against our own list 
of charge names of every name we 
had left . . . to be sure we would not 
incur the expense and embarrassment 
of asking old charge customers to 
open an account. This wasn’t cheap 





either, but still much less expensive 
than a promiscuous broadcasting of 
mail matter. 


The result of this methodical man- 
ner of list building was 30,000 good 
names. Here were people to whoni 
we could direct a barrage of printed 
matter and letters with good results. 


But what kind of printed matter? 
And what other purpose could such 
printed matter serve? That’s where 
question No. 2 found its answer. The 
same merchandise that might interest 
people in opening an account should 
also, logically, be the merchandise 
that could make present incumbents 
on the charge list buy more from us! 
This led to the selection of the kind 
of printing and format we developed. 


We had then a list of close to 
100,000 names, and we had decided 
to send all of them the same mailing 
pieces . . . following the first two 
mailings to the “cash” list with a 
letter suggesting an application for 
a charge account. Note that we did 
not offer the account outright—regu- 
lation W, the cost of a credit report 
on each name, and just common 
sense, prompted us to take the safer 
and less expensive way. Never hav- 
ing indulged in a high-expense pub- 
licity operation before, we felt we 
had to make even the dollars Uncle 


Sam paid part of, do their full job. 


.We investigated the cost of all 
kinds of formats, printing processes, 
papers, envelopes, mailing costs, and 
decided that rotogravure, on the least 
expensive paper, would get us the 
most for our money. Naturally, many 
advertising people will differ with 
this approach. But we still believe 
that, since our store appeals to the 


(Continued on Page 14) 
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great mass of customers, with em- 
phasis on the middle to upper-middle 
class, we would prefer to spend our 
money on good art and presentation 
rather than on better paper. We also 
believe that while better paper in the 
roto process costs more, the recipi- 
ents of the mailing pieces would 
hardly notice it. 


We set out to take full advantage 
of rotogravure’s rich rendition of the 
full scale of tones present in good 
photographs. Top photography, care- 
ful retouching. the best models. extra 
fine artwork when we couldn’t use 
photographs and thorough planning 
and intelligent and tasteful layout 
more than offset the cheap paper 
used. We soon learned that (1) the 
ragged edge of the paper as it leaves 
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the high-speed press looks cheap and 
(2) covering the paper with ink, 
even a very. very light screen, has a 
tendency to make the recipient un- 
aware of the inexpensive quality of 
the paper. 


Step No. 1 in making a better look- 
ing job was to have all pages bled 
and trimmed on three sides. We have 
since found that even when using the 
natural paper as a base, we can make 
it look much better by this trimming. 


Another element of cost was licked 
when we decided to make a twenty- 
four page stitched, self-cover booklet 
which would mail for the catalogue 
rate. By making it a self-mailer, we 
eliminated the cost of envelopes and 
extra handling. We found, too, that 
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our own addressograph machines 
could handle such a booklet without 
trouble. As a matter of fact, even 
our sixty-four page Christmas cata- 
logue is addressed in this fashion. 
The only other handling costs are 
transportation, sorting, binding and 
mailing. 


Our lists have grown to well over 
100.000 names, and we have the great 
satisfaction of knowing that a large 
proportion of the cash list names in- 
cluded in the mailing have since be- 
come charge customers of Hochschild, 


Kohn. While we have not checked 


too thoroughly on the amount of in- 
crease per account resulting from 
these booklets, we know that our mail 
and phone orders are quite heavy and 
that results generally are good enough 
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to warrant us to continue the use of 
this mail campaign. 


The schedule of subjects and mail- 
ing dates is far from static. We de- 
termine in advance the merchandise 
with which we can make the strongest 
impression at any given time and 
from which we can expect profitable 
results. Therefore, over a period of 
years, we have dropped or added 
booklet mailings as circumstances 
warranted. . 


A strong tie-up program is fol- 
lowed in the Main Store, in our Fur- 
niture Store and branch stores. Dis- 
plays, sign cards, posters, and even 
extra circulars at strategic distribu- 
tion spots throughout the stores are 
planned ahead of tine. When a cus- 





tomer comes into our store for mer- 
chandise advertised in our booklets, 
she doesn’t have difficulty finding it. 


We’re pleased with the low produc- 
tion cost of these twenty-four page 
books. 106,000 copies, including all 
costs will come to, even at today’s 
high prices, between $4500 and 
$5500, depending on the amount of 
fashion photography involved. That’s 
less than 5c each, delivered to the 
customer! The Christmas catalogue, 
because of its sixty-four pages, will 
cost between $7000 and $8000— 
about 7c to 7l4c each, right in the 
customers’ hands. And, we do not 
stint on cost of photography and art 
work. This is evidenced by the fact 
that a fashion booklet which costs 
about $5500 complete will include 
between $1500 to $2000 of photogra- 
phy and art work—a large propor- 
tion of the cost . . . but, we think, 
money well spent. 


An interesting effect of this mail- 
ing campaign has been to keep the 
two lists we use in tip-top shape. By 
using the “form 3547” notice on 
every mailing, we have been able to 
eliminate waste and keep our lists 
completely up-to-date. We know now, 
for example, that our list of inactive 
charge accounts is just that, and not 
a collection of names of people who 
have died, moved out of the state, 
married, etc., etc. This alone would 
in part justify our booklet mailing 
effort. In addition, we have constant 
requests from people to be put on 
our mailing list, and from _ these 
names we get many new charge 
accounts. 


No doubt we are missing a fruitful 
source of extra business in special- 
ized mailings to select lists. But, with 
our particular mass approach, with 
our low-cost, smart-looking booklets, 
we think we have used our Direct 
Mail money to the best advantage. 
Of course, we use the weight avail- 
able in our bills for additional pro- 
ductive mailing pieces of our own 
design or from manufacturers. But. 
obviously these must be limited in 
scope. 


We think we have found one solu- 
tion to the two questions . . . “How 
can we increase the number of our 
charge accounts?” and “How can 
we make our charge customers buy 
more in our store?” 
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” Mt took the Bir 
0 soften up Smarypanis !” 


Hype xitvern still talks about it! 
Remember the Big Snow? That night— 
snow still coming down—I went down 
to the Main Post Office to send off a 
registered letter for the Mrs. Met Hype 
coming in—he’s Assistant Postmaster 
here. As we crossed the lobby I heard 
my name called. It was Smartypants! 

Miss Pantz, first name Philomena, 
was Smart Chemical’s office manager. 
Smartypants, get it? She’s big, beautiful, 
blonde, a Phi Beta, a Lieutenant in the 
Waves during the war — almost too 
much for one woman! And don’t think 
she didn’t know it! 

A week before, I had tried tosell hera 
postage meter for Smart Chemical... 
pointed out all the advantages of being 
able to print postage as you needed it, 
directly on the envelope, for any kind of 
mail or on a tape for parcel post... with 
a dated postmark ...and have the 
envelope sealed at the same time. 


pawn 
Pos 


iOW 


mailing, the time and effort saved... the 
convenience of always having postage 
in the meter—safe from loss, damage, 
borrowing . .. The automatic postage 
accounting . . . how metered mail skips 
cancelling and postmarking in the P.O. 

She was pleasant, but tough with 
three g’s... Their present method of 
mailing was satisfactory ...and her girls 
could handle it—weren’t overworked. 
No efficient office had stamp shortages! 
... And thanks for calling... so much! 


WELL, at 8:06 pm CST, with hair 
mussed, her hat over one ear, lipstick 
smeared, close to tears, Smartypants 
was in a bad way. 

It seems Smart Chemical let the help 
out early, on account of the snow... 
And about 5:15 pM, the sales manager 
phoned from New York, wanted the new 
January | price list sent out right away 
—because the big storm might delay 
delivery of the mail. 
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PITNEY-BOWES, Inc., 2063 Pacific St., Stamford, Conn. 


Largest makers of mailing machines. 








So all by her lonesome Miss P. had 
to insert and mail 700 price lists—and 
ran out of stamps! There she was, stuck 
in the postoffice, with a lip split from 
licking envelope flaps, 150 still to go!... 
And an hour overdue on a dinner date 
with her fiance, a Commander fresh out 
from Japan but leaving that night!... 
If I would take over, she would never 
again be without a postage meter! 

Well, I licked her stamps—-and me a 
salesman for postage meters!—while 
Hype stood by grinning. Next day, Miss 
P. calls me to come over and pick up 
the order. And before she left in June 
to marry the guy, she talked two other 
orders into my book! ... Great gal— 
when she was on your side! 


Has your office graduated from 
lick-and-stick mailing yet? If not, you 
ought to know what a postage meter 
can do! Just call or write Pitney-Bowes 
for an illustrated booklet. 
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Branches in 93 cities in the United States and Canada. 







THE REPORTER staff has just fin- 
ished leafing through the 70-odd 
“Best of Industry Award” winners 
in the DMAA contest for 1948 
. . . and they are wonderful. Some 
are lavish. Some extremely simple. 
But, in general, they're all well- 
integrated, Direct Mail campaigns 

. that have done the job for which 
they were created (see list on page 
30). 


THE REPORTER’S job is to supply 
its readers with the very latest in 


The Capital campaign consisted 
completely of penny post card mail- 


ings, by far the biggest part of their 
Direct Mail picture. 





The purpose of the mailings .. . 
to sell logical prospects’ Capital’s 
plane service. 


The company decided that one 
group of extremely likely prospects 
for flying . . . would be members of 
associations and organizations trav- 
elling to and from conventions on 
Capital routes. Why not reach these 


CAPITAL AIRLINES 


THE INDUSTRY 





The first of a series of case history reports ... 
presenting outstanding 1948 DMAA Award winners 


Direct Mail ideas. It seems apparent 
that here . . . among the “Best of 
Industry Award” winners . . . there 
is an excellent source of proven suc- 
cessful ideas. 


Every month (starting with this 
Post-Convention issue) for as long 
as its deemed practical . . . one or 
two of these campaigns will be pre- 
sented. Here you'll find a monthly 
feature . . . showing how the best 
campaigns are put together, how 
much they cost ... and how resultful 
they are. 


people with special mailings? 


That’s just what Capital did. And 
for 47 different groups between Sep: 
tember 1947 and June 1948 ... a 
different card. By creating a post 
card campaign especially for these 
members ... a great deal of interest 
was created. 


Direct Mail was used _ indepen- 
dently of newspaper and radio adver- 
tising . . . except for those cards de- 
signed to boost a particular flight or 
announce a new service. 


One thing first. Because Thre 
REPORTER happens to choose one 
company s work .. . it should not he 
assumed that we think it is the best 
in the lot. It will be picked becaus». 
for some reason, it has special inter- 
est to REPORTER readers. 


This month two campaigns are 
chosen .. . because they’re as differ- 
ent from each other . . . as two opera- 
tions could be. Capital Airline’s post 
cards cost them around $.03 each . .. 
Juilliard’s albums between $10 and 
$15 each. 


National Airport, Washington 1, D. C. 


The list of members and delegates 
attending a convention is obtained. 
Then carefully sorted . . . to be sure 
recipients live in “Capital territory.” 
Never a broad mailing to all mem- 
bers. An appropriate design for the 
card that ties in with the organiza- 
tion’s interest is then executed .. . 
by Joe Montgomery, Capital’s art 
director. 


Cards have been prepared for as 
few as 100 persons, when they are 
known to be delegates to a conven- 
tion... and as many as 10,000. 
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Costs of a post card campaign are, 
by tle very nature of the media, usu- 
all.) low. After all, there’s just so 
mu) one can do on one side of a 
31. x 51% card. But Capital goes 
eve. further. 


stead of farming the cards out 
to printer ... the office’s multilith 
is .-ed. Typography runs to around 
$3 Photographic negatives, plates 
an labor are at negligible cost be- 
cai -° they are worked into the pro- 


A. D. JUILLIARD CO. 


ow to the other extreme. 


lavish campaign by A. D. Juil- 
lia: ! Company, Inc., that won in 
“textile” classification. Consists of 
two albums . .. the first a pseudo- 
record album (with one actual pho- 
nocraph record inside) called “Juil- 
liar Folk Tones... Spring 1948.” 
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l's a very expensive job, 12” x 14”. 
Beautifully printed. Nice looking 
record. Three record-shaped boards 

| 20 swatches of woolen fabrics 
on each. Plus more pages of tipped- 
on samples. Cost between $10 and 
3] per copy. 


iis album was mailed to Juil- 
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duction department’s spare time. So 
actually . . . the company’s bills are 
hardly higher because of the post 


cards. 


Mailings are addressed by the gen- 
eral office staff . . . with postage as 
the biggest expense. 


Although it’s impossible to figure 
exactly . . . the cost of the campaign 
per order for 1947-1948 is estimated 
at $27 for each convention. 


liard’s list of 1,000 buyers. merchan- 
dise managers, promotion directors. 
stylists, fashion directors and editors 
in October 1947, 


Then in May 1948 . . . 1.000 copies 


Results have been very good. Of 
the 46,320 cards mailed last year . . . 


2,793 definite one-way and 4,010 
round-trip reservations came 
through. In addition to all that, 1,291 
one-way and 4,449 round-trip accom- 
modations were promised. Response, 
if you stop to figure, was a whopping 


27.1%. 


Dollar returns were $151.382 . . 
or $3221 for each shindig. 


40 West 40th Street, New York 18, N. Y. 


of “‘Juilliard’s Theatre of Color in 
Woolens for Fall 1948” were mailed 
to the same list. This one was just 
as extravagantly prepared. 


(Continued on Page 18) 
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10 Weat 10th Street,New York 18,N.¥Y. 


Miss Rite Duckworth 


Cost anc Suit 3uver 
The Star Stores 
Cincinnati, Vhio 


bear “iss Vuexworth: 


frrire in America is traditiorally a 


pleasure in sending you. 


fine fashions. 


for Spring. 


practice JOe"P8r you. 


and provocative Spring fa 
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Juilliard give you a wealth of new colors and new fabrics. Ye 
custorers will went fresh rew fabric ideas alone with the wonderful new sil- 
houette that has already been so widely accepted, 


story, "Folk Tones In Regional Colors", in this album which we teke rres 


Sample cuts o? our Spring merchandise wiil be in the country's finest showrooms 
when you go to the market. We sugges st that you ask to see these fine fabr — in 
Your customers more than ever before are — sistirg on _— at 

and fashion first in their purchases, 
it is more important than ever tiat you make certain the ‘Juillierd label 15 in 


every garment created in our fabric, your resource: z 
labels, do ask them to get in touch with us &nd we will supoly tie epee. 
NNN NO NN LAREN 


he icon to send your publicity department promotional material to impler7nt oun 
° ones" story. Oir promotl ona) paeckag 


play ideas end we hope it will prove valusvle to you in your fasnion planning 
emma conser MleNeE eI 88m Rm MET 


For custower iae 


Qur sincerest thanks to vou for your svlendid cooneration with Juilliard in the 
ave your comments and suggestions that we ma do an ever more 


May we esk you to acknowledge the receipt of this book so that we mav have a 
CHEtr On tne correctness of our mailing list. Our best wisnes tor a Stimulating 
TEED A AEROS 9 RRR RE 


a Very truly yours, 


a | 
Jeanne Pierre 
FASHION DIRECTOR 
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GOOD 


NEIGHBORS! 


SI, SENOR . . 





























GOOD CUSTOMERS, TOO! 


Smart merchandisers today are reaping extra profits in pesos. 
The Central and South American markets are vast reservoirs 
of buying power for American products. Tell YOUR story to this 
market—directly—and share in the boom below the border! 


MEXICO 


HONDURAS 
COSTA RICA 
GUATEMALA 
NICARAGUA 
EL SALVADOR 


PANAMA 


BR. HONDURAS 


WEST INDIES 
(Br., Fr., Dutch) 


CUBA 


DOMINICAN REP. 


HAITI 


PUERTO RICO 
ARGENTINA 


BOLIVIA 
BRAZIL 
CHILE 
COLOMBIA 
ECUADOR 
GUIANAS 


PARAGUAY 


PERU 


WS, PONTON/“ 


AT THE HEAD OF THE 


ADDRESSING 


FACILITIES 


It's easy! W. S. PONTON, Inc., SPECIALIZE IN 
LATIN AMERICAN MAILING LISTS—hundreds 
of live, productive lists of Manufacturers, 
Importers, Dealers, Classified Businesses, 
Trades, Executives and Professions, readily 
available! Any others needed can be com- 
piled. All are guaranteed 95% deliverable! 
All are available in any form or breakdown 
desired! 


Discover new domestic markets, too, in 
Ponton’s 


U. S. LIST LEADERSHIP 


Service unrivalled in character, in scope, in value! Every 
list compiled swiftly to do the best possible job for YOU 
from the most comprehensive up-to-the-minute sources! 
Ponton’s superior type of service insures maximum 
accuracy, maximum productivity. And you get it promptly 
—at surprisingly low cost! 


FAMOUS "LIST O° TRADES" 


Direct Mail Advertisers are invited to write for Ponton’s 
“List O’ Trades”, the most complete Mailing List Catalog 
published. Address DEPT. R5. 



















635 Avenue of the Americas, New York 11,N. Y. 


EST. 1885 
AGENTS 
IN ALL THE 
PRINCIPAL 
CITIES 





Its a hard cover, plastic-bound 
book containing many _ colo:ful 
swatches of Juilliard woolens, die-:ut 
theatre curtains, a pop-up, a couple 
of booklets and another real record. 
Really a big job. 


Both mailed parcel post. 


Too bad this beautiful campa.gn 
was weakened by an atrocious tre s- 
mittal letter. That’s the trouble with 
many glamorous Direct Mail jcbs, 
All the brains and talent go into ‘he 
elaborate promotion piece. By the 
time the planners get around to ‘he 
important transmittal letters, t.ey 
have lost their enthusiasm and their 
punch. 


These expensive books certainly 
deserved a high class letter. Personal 
or automatic typewriting. But in- 
stead . . . Jeanne Pierre used a pro- 
cessed letter not so well filled-in. ‘The 
letter is typically “we-we-itis.” See 
reproduction here. We've underlined 
the twenty-one (21) selfish, unneces- 
sary phrases. We can’t correct the 
letter. It would have to be rewritten 
entirely to make it free of self-praise. 


The idea behind their annual cam- 
paign . .. is to present samples of 
new fabrics and colorings to execu- 
tives of leading stores, designing 
houses and fashion publications. 


Each season’s album is designed to 
dramatize a coordinated color story 
developed to tie-up effectively 
with a major trend. Also to provide 
retailers with a useful promotional 
handle . . . to stimulate local displays 
and advertising devoted to Juilliard 
fabrics. Even helps sales training of 
store personnel. 


We’ve seen excerpts from some of 
the three hundred letters received by 
Juilliard . . . patting them on their 
backs. These letters prove that the 
albums were highly effective in 
attracting fashion executives’ atien- 
tion to Juilliard lines. Also that some 
leading stores made good use of the 
promotional angle suggested by the 
distinctive format of each album. 


Agency is Gotham Advertising 
Company, 2 West 46th Street. 
Printers . . . Duenewald Prin‘ing 
Company, 738 Greenwich Street, and 
Meehan & Tooker Co., Inc., 160 \ ar- 
ick Street. All New York. 











._ ee oe gud fae 6 af > 





or — 


e 


to 
ry 
ly 
de 
val 
ys 
rd 
of 


of 
by 
PIT 


he 


on 
me 


he 


ng 
et. 
ing 
nd 


ar- 








Part II 





The Plain Jane 
of Direct Mail 


P.ain Jane though she be, your 
maiing list demands day in, day 
oul evotion—365 days a year. The 
atteition you give name collecting 
mus: be planned in every detail if 
you hope to reach and persuade the 
maximum number of people with 
your Copy. 


CLASSIFYING 
PROSPECTS 


before actually setting up your lists 
or revising your present arrangement, 
you should try to foresee all the possi- 
ble classifications you may want to 
use eventually. Properly classifying 
names will allow you maximum flexi- 
bility in specialization of Direct Mail. 
The more specific you can be in your 
appeals and approach the better your 
results will be. 


Probably one of the first sub-divi- 
sions you should make is whether the 
names are users, former customers or 
prospects. It is obvious this distinc- 
tion is a wise one to make since 
messages ordinarily would be couched 
in different terms or appeals to each 
group. 


Customers might also be further 
classified by seasonable peaks, terri- 
tory, size of order, frequency of 
purchase, by products or type of 
service ordered, or by length of time 
on the list. You are, of course, the 
best judge of whether these or other 
shifting factors are significant enough 
lor you to indicate on your lists. 


‘{ prospect classification is to be 
worthwhile, you should consider 
in -uding various other elements. 


OCTOBER, 1948 


By ALICE HONORE DREW 


> 


Number of employees may be impor- 
tant in one type of business, where 
scattered plant layout may be the 
determining factor in another. 


Obviously, type of business can be 
a significant classification so you can 
talk, for example, stepped up service 
or economy in food preparation to 
hotels and restaurants; quality control 
to pharmaceuticals or glass container 
manufacturers, or order scheduling 
to sales managers. 


If your service or product appeals 
can be built around basic operation 
applications, you may be wise to 
follow the practice of a manufacturer 
of communication systems. This con- 
cern builds its lists by classifying 
individuals according to their interest 
in and responsibility for the efficient 
functioning of certain procedures. In 
other words, special mailings are 
directed to selected individuals by 
telling what the product can do for 
the specific process they are interested 
in—whether production, mainten- 
ance, central filing, material flow or 
cost control. 


So with consumer lists you might 
well make classifications according to 





Reporter's Note: As a sequel to the 


article in last month’s Reporter ... Alice’ 


Honore Drew here gives more pointers on 
how to pack profits in your mailing list. 
In case some of you didn’t read about Alice 
Drew in September Reporter's Note... 
here’s a brief resume. She has held several 
very important advertising managerships. 
Her Direct Mail campaigns are well known 
to DMAA members. She is at present a 
direct advertising consultant . . . located 
at 112-41 Seventy-second Road, Forest 
Hills, New York. Alice is the first woman 
to be elected to the Board of Directors of 


the DMAA. 


interest appeals—economy  (lower- 
income brackets), luxury (Park Ave- 
nue matrons), time saving (working 
wives) and so forth. 


In any event, you'll want to have 
classifications flexible and definitive 
enough so you can make the proper 
Direct Mail approach at the right 
time with the most resultful appeal 
and expressed in the correct manner 
and language. 


The thorough classification of 
names is really keeping the “you” 
approach uppermost—remembering 
that lists are not just names but 
people with all the varying interests, 
prides, prejudices and_ peculiarities 
of ourselves and our _ next-door 


neighbors. 


Physical Set-Up 


Many lettershops are equipped to 
house and correct your lists whether 
they are on cards or stencils. How- 
ever, if your staff and space are 
adequate you probably will maintain 
lists on your own premises. Have 
your list department headed by some- 
one who is detail minded, accurate to 
the nth degree and with a fair share 
of good judgment. It will save you a 
lot of headaches and well-maintained 
lists, besides paying off in the usual 
manner, can serve as the salesman’s 
call list. 


Accuracy 
4 


Lists do demand an_ inordinate 
amount of intelligent attention if you 
hope to get good results from your 
Direct Mail. Impress on your list- 
keeper the fact that before you can 
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Fox River 


Fine Papers 






































Stumped for wore s 
«se mind run. dry. + 
how to start’ - 


Finding the right 
words isn’t quite as easy as the 
lady - with -the-notebook says — but 
finding the simple four-point for- 
mula for Money-Making Mail, as re- 
vealed in these free booklets, may 
add tremendous power to your, busi- 
Ness correspondence. 


Since 1883, fine paper “by Fox River” 
has played a vital role in millions of 
business communications. Through 
our newly established Better Letters 
Division, we broaden our service to 
the American business man—whose 

daily bill for letters is 
a over $5,000,000! 












Dr. Robert 
R. Aurner Pree Booklets 
How to Put SOCK in 
Your First Sentence and 
the story of MONEY- 
|| MAKING MAIL... 
_ || both authored by Dr, 
= || Aurner, for 18 years 
| ranking professor of 
business administration 
at the University of Wis- 
} consin and now director 

: of our Better Letters Di- 
vision. Write today. Please use your business 
letterhead. Fox River PAPER CORPORATION 
2016 Appleton St., Appleton, Wis. 
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hope to establish that “to you from 
me’ feeling, you must use the correct 
name—correctly spelled. Henry Hope 
or even Harry Hoke wont make 
Henry Hoke very receptive to your 
letter—no matter how much punch it 


packs. 


If proper spelling doesn't seem 
important enough, just watch your 
reaction to your own mail for the 
next few days. Although no one has 
called the author Alice Ornery Drew 
yet, just give the list keepers time. In 
the last several weeks, here are some 
of the variations they ve thought up: 
Inez Drew, Ellen Drew. Miss Honore 
Drew, Mr. A. H. Drew. Alicia Drew. 
Alice Drews. A. Trew. Allen Drew. 
Mrs. H. Drew. Alyce Drew. Alice 
Horore Drew. Alice Honors Drew and 
Mr. A. Dew. If that’s what can 
happen with a comparatively simple 
name, imagine how they go to town 
with something like Alovsius Hanni- 
bal Periwinkle! 

By the way, when in doubt as to 


the sex of such names as Dana. 
Marion. Honore. Ainsworth and so 





Name Record 


If impersonal looking  addre:s. 
ographing will serve your purpo-es 
or if your list is unusually mamm: th 
or if the accent is on speed in addre-s. 
ing. you may want to set up your 
names on stencils or plates. Howev »r, 
if you anticipate using handwritien 
or typed addresses in your campaig ‘is. 
the master list should be kept on 
individual cards. (Remember ' 
with rising labor cost. autom:tic 
addressing is speedier and |>ss 
costly.) Size will be governed by 
the amount of information necessiry 
to record, but 3” x 5” cards general) 
prove satisfactory. Use one side only 
for name. address and classification 
data. The reverse side can be utilized 
for recording inquiry dates, action 
taken. orders received. etc. Prece- 
termine whether a_ separate card 
should be maintained for each exe- 
cutive or whether all individuals 
should be listed on one company card. 

A simple but satisfactory card 
record used by one manufacturer is 
illustrated here: 





Moltzer-Cabot Division 


Chester Le Heckman 





Redmond Company, Inc. 750 employees 
125 Amory Street Vertical 7 floors 
Boston 19, Massachusetts 
Fractional & integral motors 
~ Sita aero ep ty 
Frank C. Campbell Pres. 6/48 
Levis Hamlin ExeceVeP. 6/48 


Gen.Sales Mgr. 5/48 


See Redmond Company, Ince, Owosso, Mich. 
National Pneumatic Co.,Rahway, Ned. 


Suffolk County 








forth—please err on the side of call- 
ing a woman Mr. rather than a man 
Mrs. Somehow or other the fair sex 
gets just a trifle less irked with errors 
of this sort. But do make every e‘ort 
to have your Mr., Mrs., Miss, Dr.. ete. 
right. 


When clerks in branches and the 
head office hit lulls in their daily list 
routine, have them get busy with local 
phone calls. Usually company opera- 
tors are willing to give okay or cor- 
rections on your listings. It’s the best 
way in the world, to verify correct 
name spellings. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Since territories are allocated by 
counties, this is indicated in_ the 
upper right hand corner. Product 
manufactured, number of employees 
(number of rooms, beds or other size 
data) and plant layout are also given. 
When it is known that executives of 
one company also serve on staffs of 
other concerns. this is cross-refer- 
enced at the bottom of the card as 
shown. Master cards for the two 
cross-referenced firms also _ bear 
similar notations. This serves as a 
warning to clerks to check to avoid 
duplications of executives. 
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Because they want to reduce inventory, sim- 
_ plify color matching, and be prepared to of- 

fer a comprehensive black and white, and 
by color, printing service, many printers now 
he stock the complete line of IPI Everyday 
ict packaged inks. 
_ 25 colors, including process colors, 11 
- blacks, each ideal for a certain purpose, 
of 5 whites (opaque, transparent, and mix- 
of ing ),6 bond and cover inks, and 4 poster 
a inks—with such a line, you can cut down 
as on special matches, match colors quickly 
v0 in your own shop, and offer a complete 
ar commercial printing service to your 

a customers. 

id ‘hese inks were developed to give 

tr ble-free performance on Miehle Ver- 
G tials and Horizontals, Kellys, Miller 


iplexes, Kluges, cylinder presses, and 
S....Ularstype presses. Uniformity of color 


THE B 


| HERES WHAT KEEPS 





OSSS INVENTORY 
DOWN.... 


Everyday 


BRIGHT RED_ 


Foy 





COMMERCIAL COLOR PRINTING + BLACK & WHITE HALFTONE + TWO-COLOR PRINTING + BOND & POSTER WORK + PROCESS COLOR PRINTING 


and body is assured; each ink is made 
from first-quality, tested raw materials 
...1s ground, aged, and then reground. 


More than 3,000,000 pounds of 
Everyday inks have been sold. It takes 
a large number of reorders from satis- 
fied customers to build sales like that! 


Everyday inks are packed in hand- 
some, easy-to-open 1 lb. and 5 lb. cans. 
They are sold through 31 IPI branch 
offices and 45 leading paper merchants 
throughout the U.S. If there is no IPI 
office or accredited 
paper merchant near 
you, we will fill your 
Everyday order by 
mail, promptly and 


efficiently. 


The marks IP] and Everyday 
are registered trade-marks of 
Interchemical Corporation. 


Inks for everything 


MANY PRINTERS RELY ON THE EVERYDAY LINE FOR ALL THEIR PRINTING INK NEEDS 


























NEW PRICES 
ON SMALL QUANTITIES 
OF ASSORTED COLORS 


Now, 5 small cans or 2 large cans 
of Everyday inks in assorted colors 
can be bought at prices which 
previously applied only to single 
color lots. Order today. Also, write 
on your letterhead for a copy of 
the new Everyday Ink Specimen 
Book. Address inquiries to IPI, 
Division of Interchemical Corpo- 
ration, Dept. R10, 350 Fifth Ave., 
New York 1, N.Y. 

















Periodically corrected cards are 
retyped to keep them neat and easy- 
to-read when envelope addressing 
work is done. At the time master 
cards are originally typed, if street 
addresses or zones are unknown, suf- 
ficient lines or spaces are left so this 
data can easily be inserted in the 
normal position later as accumulated. 
You'll notice date of source of each 
addition or removal is noted. This 
serves a useful purpose. If a clerk is 
working on a directory or other 
source, she will know whether the 
data already on the card is the latest 
available. 


Segregation 


In setting up your files (and. by 
the way, be sure to allow enough 
drawer, shelf and floor space for 
eventual list expansion) you may 
wish to physically segregate certain 
classifications for ease in use. Possi- 
bly users, former customers and 
prospects would be the only ones 


actually separated. Or beyond that 
you might find it practicable to 
segregate manufacturers from non- 
manufacturers or service organiza- 
tions. Separate files might be main- 
tained for some highly special lists 
such as racetracks, florists or veterans’ 
facilities. 


After your major breakdowns are 
established, you must decide whether 
to file by territories, simply alpha- 
betically or by product or other 
arrangement. Do not make your 
system too complicated but do think 
through all the facts of what you hope 
to do with the names you have so 
painstakingly gathered—consider ap- 
peals, purpose, product interest. fre- 
quency of purchase, etc. as file 
breakdowns. 


Keying 


Aside from actual segregation of 
certain classifications, you will most 
certainly use keying methods for ease 
and speed in selection of type of 





prospects. Many ways are employed 
and, no doubt, flexibility of end pur. 
pose will dictate that you use all of 
them. 


Card color is, of course, an obvious 
way of flagging classifications. 
Numerous shades of card stock «re 
available. Further classifying can be 
accomplished with various coloed 
tabs or clips affixed to the cards, 
stencils or plates. The key range can 
be extended by the positioning and 
numbering of these tabs. In addition 
to that, symbols or abbreviated data 
can be typed in the upper right hand 
corner of the card itself. There are, 
too, such flexible systems as that of 
the McBee Company where cards can 
be mechanically selected by passing a 
rod through perforations. And there 
are visible indexing systems 
very practical on small lists. 


Try to forecast all the possible 
breakdowns you may need _ before 
setting or revising your keying sys- 


(Continued on Page 37) 
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In 300 Neat Styles and Sizes 


Vari-Typed master copy or 
stencils give clean, black, 
sharp results. Right and left 
margins squared — words 
and characters properly 
— — ready for instant 


uplication by ye , 


hectograph, offset, direct- 
to-plate, photostat or blue- 
— Many firms say Vari- 

yper has saved them up to 
80% on costs! Send for 
Booklet No. 012. Demon- 


stration arranged tosuit you. 


RALPH C. COXHEAD CORP. 


22 


@ Right in your office by your office typist. 
@ OPERATES LIKE A TYPEWRITER. 

® Changes type styles instantaneously. 
@ A DIFFERENT STYLE TYPE FOR EVERY PURPOSE. 


333 Avenue of the Americas 


New York 14, N.Y. 


Vari-Typer Writes with Print Types 
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, FOR ALL 
- MULTIGRAPH 
| MACHINE 
USERS 


JUST WHAT YOU'VE 
BEEN WAITING FOR! 


i fee 


3 


; 2 ad : xe 
% ORCAS 


ink 


REAL PRINTER’S TYPE CAST 
IN A FULL-WIDTH SINGLE 


45 H0 UR DELIVERY BAR 


UNI-BAR guarantees delivery as you want it, Designed in the precise height for the Multi- 
when you want it! Your copy is cast to order graph segment, UNI-BAR offers a wide choice 
on a solid metal bar- that gives you a full of clean, modern printers’ type. UNI-BAR 
7-inch line, and within 48 hours it’s in your gives you regular linotype composition in 
hands. your Multigraph Department. 


SAVES 25% OR MORE... . 


You actually save from 25% to as much as 75% on your printing jobs by using UNI-BAR printers’ type on your 
Multigraph, because you can do all your printing jobs yourself! And you can increase production by 200 to 300%J/ 


NO HAND SETTING... |. 


You have machine-cast printers’ type with UNI-BAR, thus avoiding costly hand setting and distributing of 
type. AND because UNI-BAR is machine-cast, you have perfectly aligned, properly spaced, absolutely clean 
type for all your composition. 


WASTE-PREVENTING... 


UNI-BAR prevents waste of time, labor and money! Operators and machines increase output. Composition can 
be used over and over again on any kind of paper. UNI-BAR eliminates costly plates, risky storing of large- 
quantity printing, the need to keep type on expensive segments. 


ONE ‘BAR FOR EACH LINE... 


Yes, with UNI-BAR your copy is cast in one full-width bar. No necessity for two bars for one line, no extra 
costs. Less trouble, less time-consuming handling. 


UNI-BAR offers a wide variety of printers’ type faces for your Multigraphing department. 
Make your selections with care according to size and style and you will be amazed at the 
improved quality and appearance of your Multigraphing work. 


WRITE TODAY FOR FREE INFORMATION 


138 NORTH 12th STREET 


PHILADELPHIA 7, PA. 












One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S. OPINION 























As a crusader, Henry, I’ve decided _a_ letter from his concern that raised 
I am not so hot. To date I have not my blood pressure and he hastened 
received a single application for to assure me that the letter was writ- 
membership in either my SFCUO- ten by a temporary employee, who 
BLW (Society for Checking Up On had been found guilty on a number 
Business Letter Writers) or my — of counts. His letter, explaining in 
SFBMCC (Society For Becoming detail, other infractions of good busi- 
More Customer Conscious). ness by this temporary employee, was 


While th tof my °° nice, friendly and sincere that it 
ee ee SS Oy warmed the cockles of my heart and 


a eimai — _ al made me thankful I hadn’t named the 
eral letters, 1 received no requests for = Company. I not only took time out 


application blanks. However, it did to assure him of my complete for- 


bring some results. It brought me a giveness but I checked our ink stock 


very nice letter from the president in the hope that I could place a nice 
of the ink concern that I mentioned, 4, 


but did not name. in my July piece. 
y July p Just a sucker for fresh, home- 


This gentleman learned through his grown letters—that’s me—and there 
Pittsburgh representative that it was are probably many million others 






















SCENERY BOOSTS 


“THE “BOX- OFFICE” 









Ever notice how top-notch scenery makes 
a “boy-meets-girl” movie seem better than 
usual?... Paper does the same for your 
direct mail story. That’s a good reason why 
we suggest the best. See your printer. He's 
an expert. He'll help you select the right 
Rising Intralace for your next mailing. 


Rising Intralace 


V New brilliant white V Inexpensive 





f, V5 weights V Distinctive pattern appearance 
a V Envelopes to match in 5 sizes 
V Specially sized for offset and gravure 





Excellent printing surface for letterpress 















WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


hising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company Housatonic, Mass 


who go for them more than for the 
frozen variety. 


As for my SFBMCC. I didn’t ‘ave 
much hope for it so far as automc bile 
manufacturers are concerned. ‘1 hey 
are just too busy making user: of 
their product conscious of the de«! ‘ers 
who sell them, and the faint hope hat 
I may have had was dispelled | y a 
letter from my good friend, F (, 
Himmelman, Manager Merchandi ing 
Aids, General Motors Company. j 
have never had the pleasure of meet- 
ing Mr. Himmelman, but any one 
who takes the time to write me a 
friendly letter is a good friend, even 
though the writer attempts to pin my 
ears back. 


I -hope that Mr. Himmelman will 
have no objection to my making pub.- 
lic his letter. I do so only because 
there may be other REPORTER readers 
who misinterpreted my August piece 


as he did. 
Mr. Himmelman wrote me: 


Your story on Page 20 and 21 of the 
August REPORTER arouses some action on 
my part as follows: 


(1) Read Hoke’s write-up on Page 29, 
same issue, about Pontiac’s Direct 
Mail (Bruce Land uses Service Adver- 
tising Direct Mail every month created, 
produced and mailed by this depart- 
ment.) 


(2) Buick dealers wrote five million cus- 
tomer repair orders in 1946 (before 
starting our Service Advertising Direct 
Mail) and six million in 1947 (after 
starting to use our stuff) and in 1948 
they will write close to eight millions. 
The Buick and Pontiac Campaigns— 
along with GMC Truck dealers, Chev- 
rolet dealers and GM Diesel dealers— 
won “Best of Industry” Award in 1947. 


(3) Chevrolet dealers subscribe 100 per 
cent (6123 dealers) to our Service 
Direct Mail every year—well over 
thirty million pieces annually. 


(4) We, here at General Motors, make 
this dealer imprinted Direct Mail 
available at an average cost of five 
cents per piece per mailing including 
addressing and postage. 


(5) Vd like to know what make car vou 
own. 


(6 


Cadillac, Buick, Oldsmobile, and Pon- 
tiac factories send letters from the 
Sales Managers after purchase. A!ter 
the first letter there is no way of 
keeping up-to-date on these buyers 2nd 
what they do with their purcheses. 
Registration data from sources _ ike 
R. L. Polk is one year late. 


(7) Our General Motors dealers Di ect 
Mail volume from dealer to customer 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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well over sixty million pieces a 

vear—the biggest Direct Mail job of 
kind in the history of Direct Mail— 
| it is growing every year. 


Tl» write-up referred to in para- 
ora) (1), as well as the information 
Mr. limmelman gives me in para- 
ora: s (2), (3), (4) and (6) provide 


suf) ent proof that General Motors 


is ¢ ng an excellent job of promot- 
‘ino loser dealer-customer relation- 
shi; But the question in my mind 


is: ve these efforts of General Mo- 
tors »romoting closer manufacturer- 
buy relationship? 


| id not criticise automobile man- 


ufac irers for lacking in use of ad- 
vert. ing and dealer helps. I criticised 
the: for not keeping in direct, per- 
son... contact with their customers, 
thro zh letters. Mr. Himmelman, in 


pars-raph (6) says this cannot be 
don. He should know, but I wonder 
just what percentage of an automo- 
bile manufacturer’s advertising ap- 
propriation has been gambled to 
prove this fact. 


\;nong buyers—these days—are 
those who buy to make a profit. Let- 
ters to this class would be wasted 
effort but that waste would be but a 
drop in the bucket compared to some 
of the other wastes in advertising. 


Through letter contact the car 
owner could be made to realize that 
he purchased his car through a dealer 
rather than from a dealer, and that 
he is a customer of the manufacturer 
whose dealer set-up provides the kind 
of service his car should have. 


lt is certainly not my intention to 
belittle the effectiveness of printed 
matter, but printed matter, in this 
man’s opinion, can never be made as 
personal as a letter. 


“You have now driven your 
BLANK car six months, Mr. Kin- 
ler, and what we would like to 
know...” 


Would I toss into the wastebasket 
letter starting with some such line 
as that, without reading on to learn 
what the writer wanted to know? 
Not me. I would have curiosity 
enough to want to know what the 
writer wanted to know and what a 
swell opportunity the writer would 
have to tell me what I ought to know. 


pow) 


C 


‘lowever, if it happened to be one 
0} ‘hose tricky letters with my name 
i vig seript or italic type, ’'d know 


(Continued on Page 26) 
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SHE’S KEEPING THREE AUTO-TYPISTS 
BUSY ... TYPING PERSONAL LETTERS! 


The girl pictured here is operating not one but THREE of the most amazing 
business machines ever built. With these three machines she can turn out 
as many as 400 letters a day. Not form letters, but personal letters — each 
one completely and individually typed. Even that’s not all. In addition this 
one girl can type in by hand all necessary names, dates and other reference 
material that makes each letter as much a personal letter as though it had been 
hand typed from beginning to end! 











For Large and Small Offices 

No wonder office managers’ eyes blink with amazement at the drop in typing 
costs. No wonder tired typists sigh with relief when pneumatic fingers take 
the drudgery out of typing. It’s like magic to see one girl and three Auto- 
Typists easily “pour-out” repetitive typing that formerly required the time 
of six typists. 

Sample Letter — Free! 

But see for yourself. Clip the handy coupon to your letterhead and we'll 
send you an Auto-Typed letter that you can’t tell from one that a skilled 
stenographer types by hand. We'll also enclose an interesting illustrated 
folder that shows just how Auto-Typist works and how it saves countless 
dollars and countless hours of time for large and small business offices all 
over the United States. 

Before buying any automatic typing equipment, learn why Auto-Typist 
gives flexibility, speed and economy of operation not matched by any other. 

Send for these facts today. No cost or obligation — now or ever. 


The Auto-Typist dept. 210 


610 N. Carpenter St., Chicago 22, Ill. 





RUSH 


THE AUTO-TYPIST, Dest. 210 
610 N. Carpenter St., Chicago 22, Ill. 
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' THIS Write to me on the <Auto-Typist. Also send me illustrated circular that 
: describes vour Push Button Model. All information is free and I am under 
: no obligation. 
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at once that it was merely a piece 
of advertising, and if I was busy I’d 
probably toss it in the wastebasket 
as I have a number I have received 
from the dealer through whom | 
bought my last car. 


I know. as millions of others know, 
that all letters that look personal are 
not personally dictated and typed .. . 
but done right they seem more per- 
sonal than a piece of printed matter. 


If you print this, Henry, I sincerely 
hope it will not create the impression 


that I am carrying the torch for letter 
processors. What I am trying to get 
across is that there is a difference 
between advertising and customer re- 
lations and that automobile, as well 
as other manufacturers with dealer 
setups, are depending upon advertis- 
ing to do both jobs and are thereby 
creating more and more dealer cus- 
tomers—which is all well and good 
so long as they retain the dealers, 
but—— 


Readers who have had experience 

















TRADETYPE, INC. 


24 South Grove St. Freeport, N.Y. 








INDUSTRIAL 
presents: 


45 ASTOR PLACE 





LIST BUREAU 


55M Art and Crafts Buyers 
35M Rated Retail Jewelers 
45M Fruit Growers 

661M College Graduates, Men 


100M U.S. College Graduates, 
Overseas 


85M Radio Parts Buyers 


Ask for descriptive cards on these lists 


The tlouse of Tested Mailing Lists 


GRamercy 7-5169 NEW YORK 3, N. Y. 
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COMPANY NAME 


ADDRESS 





NAME OF PRINTING BUYER 


CITY 


BIGGEST LETTERHEAD COUPON! 
WORLD'S BIGGEST LETTERHEAD BARGAIN! 


Clin and mail today for . 


1. Big 1948 Portfolio of ‘“‘Modern Letterheads”. 
new letterheads — for giving new life to old ones. 2. ‘‘Mass Production”’ 
letterheads — quantities from 6250 and up. All money-saving facts free. Send coupon t 


Packed full of usable ideas for designing 
prices on —- 
oday to 


UNIVERSAL LITHOGRAPHING CO. 520? tio’ Chiccse 39. Illinois 


ZONE STATE... 
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with dealers and salemen who wal ed 
off with some of their good customers 
may complete the above sentence in 
25 words or more. 


% 3t % 


It would seem, Henry, that I wm 
not the only ad man with a custor ier 
complex. I received the follow ng 
letter from one of my competitor:. a 
fellow named Orville Reed, located in 
a Western state (address censore:|). 
who, although a poacher in my terri- 
tory, | kinda like because our ideas 
click along the same line in many 
cases. Our scrivenings must have 
been “scrived” about the same time: 


Dear George: 


Bright minds have a way of running in 
the same rut, as evidenced by your very 
fine essay on page 20 of the August issue 
of THE Reporter, and the attached piece 
of copy which was written about a month 
ago for one of my mailings. 


My copy is going to be used on a mailing 
card, and at the top of the card will be a 
cartoon showing a hand holding a bird. 


Orville’s copy: 


WHAT ABOUT THE BIRD IN THE 
HAND? 


Each of your customers is a bird in the 
hand, 


And he’s worth two in the bush. 


Don’t spend all of your time and adver- 
tising budget beating the bushes for new 
customers. The ones you have now are 
also worth making an effort to keep. 


Their continued orders are your bread 
and butter, your rent, light, heat and pay- 
roll. And every one of your competitors 
is shooting at them. Trying to bag them 
for their own sales volume. 


Customers are only people. They listen 
to what your competitors have to say, and 
if they like what they hear, they are apt 
to “fly the coop” unless you hold on tight. 


One of the proven ways to keep cus- 
tomer good will is to deliver the goods, of 
course. But monthly customer contacts 
are also necessary to keep them reminded 
that they’re getting the most for their 
money from you. 


Sure, your salesmen call on them, but 
salesmen are human. And they don’t get 
around to make those customer calls as 
often as they know they ought to. 


Direct Mail makes calls just as often as 
you put it in the mail. 


And to get in my last two cents 
worth, I might add that first-class 
letters with a personal look and a per- 
sonal message have a better charce 
of reaching the folks they call on. 


Yours, 


George 

















My recommendations, if they had been put 
into effect, would have increased the annual 














in , revenues by about two hundred and forty- 
five million dollars without imposing any 
hardships whatever upon the public. That 
would have placed the major cost of the 
postal service upon the users of the mail, 
um and not upon the taxpayers of the nation, 
er in order to make up the deficit. 
ng “I recommended that in some classes of 
a By: EDWARD N. MAYER, JR mail the rates be raised to meet the cost 
in : . , . of the service performed and in other 
1) classes as much as the traffic would bear 
ri. without diminishing volume. It seems 
| u probably missed seeing a copy “. . . Nothing has been done to in- to me that this is a good business-like 
= of ' e address made by Postmaster crease the revenues of the postal service. approach and that each and every time 
ny : “a ' . . ? eae costs are added to the postal service by 
Bed Ger val Jesse M. Donaldson at the . .. No business institution could long _Jegislative acts there should be some 
nie Nai onal Convention of the National operate = erat ae without he legislation which would provide for in- 
ie. “eer : ; creasing the revenues by increasing the creased revenues to meet the increased 
As. ciation of Postal Supervisors in i. oe eanay? as nues — creas 
1 ~- Saeaail POR a But price of the products it has to sell to the conte. 1 chal coutinne to vesemmend thet 
Los ngeles, September ord. u public. We sell service at the same rates our service be placed upon a business- 
- in Jus: to make sure that your blood — existed in the horse and buggy like basis as long as I am Postmaster 
ery pre--ure stays up in the realm of = “*™ General. 
we tod: »’s cost of living, here are several “Now, ——— _— should a f “I can see no real justifiable reason why 
nh ver. atim excerpts from his remarks. —— ere he eves 1 a Fag ws the Post Office Department should be 
poco i“ Ve rout ne gt th encit is a handling and transporting second class mail 
.¢ Post Office Department is today mon - - sng oc by the Americus at an annual cost of one hundred sixty 
‘ing facc’ with a large and mounting deficit Stat “ and the Congress of the United million dollars in excess of the revenues 
ea of record proportions. . . . In recent years — derived therefrom—or, third class mail at 
l. there has been much said about this def- “There are those who believe that our an annual cost of eighty million dollars in 
icit in reports submitted by those not service should be operated as a service excess of the revenues derived therefrom— 
connected with the postal service and in. agency without regard to deficit and there or, fourth class mail at an annual cost of 
F statcinents appearing in newspapers from are just as many, or perhaps more, who sixty-five million dollars in excess of the 
ins tine ha en Hntimated that fetieve that we should operate sn a bunk "venues derived therefrom. 
— — , Se VE ness institution bringing t x i- ‘ . , 
th Department is mismanaged and is ineffi- wd 4 :, —_ L e expendi ‘In operating the postal service as a 
e tures and revenues as closely together as ; 
ciently operated. These charges stem from possible. I belong to this latter class service agency, there will always be a 
those who oppose any increase in the rate I helieve the postal establishment should be deficit, but a deficit of such record propor- 
structure. The statements are usually made equnened mo “win ta ‘caiienielieee. seakdieen tions as is now occurring is not justifiable 
for the purpose of clouding the issue and the revenues and expenditures should be at all and, therefore, | shall continue to 
ver- preventing any increase in the rates charged brought as closely oneutiun os tn weenie. recommend an upward revision of the rate 
new the public on the various classes of mail not oa on nt Wad om erating th : structure and the fees we charge for special 
are as well as the special services performed b ; y yperating the service services.” 
tus anata anand y at a profit, but to operate it as a service » « @ 
postal service. agency on a business basis. 
— "o <7 ae roomy sm — aut little “With this idea in mind, I recommended The bold face is ours . . . and we'd 
‘ or n SOntTO ‘OS 2 - e 
es th —_ i alcatien teamed lag n ot many months ago that there like to comment on those three 
S sé ; ; ) upward revision in the rates on : 
— to it that our service is operated as eco- certain ye of mail and an ocean in portions of the Postmaster’s speech. 
nomically as possible and without waste. fees on the special services we perform. (Continued on Page 28) 
‘ten 
and 
apt 
cht. 
cus- 
, of 
acts 
ded 
heir 
but 
get 
as 
. as 
nts 
ass 2 
nce R AN E 














460 W. 34th ST., N. Y. C. 


LONGACRE 4-2640 
OCTOBER, 1948 27 











1—If the new rates that go into 
effect January 1, 1949 do not consti- 
tute something that has been done to 
increase postal revenue somebody is 
slightly askew in his mathematics. 
The figures used by Congress 

and apparently arrived at after con- 
sultation with the Post Office Depart- 
ment . . . showed that the increases 
would bring in over one hundred 
million dollars in additional revenue 





next year. Even in these days of 
forty billion dollar budgets, one hun- 
dred million is nothing to be sneezed 
at or casually overlooked. 


' However. if it is to be overlooked 
(as the Postmaster suggests), will 
somebody please tell the people who 
use third class, ship books by mail 


-and/or ship by parcel post? They'll 


be glad to know that the whole in- 














SECOND 
SHELF 
SPACING 


Two seconds—-that’s all 
you need to change | 
shelf spacing in_ the 
Flexishelf Cabinet. And 
when more capacity is 
needed, simply set up 


additional Flexishelf 
units alongside one an- 
other. 

Takes any _ standard 


sheet of paper up to no 
legal size. 


aes % 
Mm 
CARE Xe 


Construction 


s a i Ask for Bulletin DM-3 
= &. ...It describes other 
bes 


| sie, money-saving ALt 
= .-~ | PURPOSE Equipment. 








ALL PURPOSE Flexishelf Cabinets are built and priced right for lettershops, 


mailing departments and printing offices to handle 


MAIL COLLATING 
sorting — zoning — classifying printed matter — forms 
COPY — ARTWORK — PAPER STOCK —— STENCILS 


Mail processors will like these Flexishelf features 


® Unit Construction—cabinets can be set up as single units, or combined 
into multi-unit sections 

® Adjustable Shelves— guide slots are spaced 1” apart to take up to 24 shelves 
per unit—-spacing can be varied to suit needs 

© All-steel, Welded—for long, trouble-free service 


All Purpose Metal Equipment Corp. 
258 Mill Street, Rochester 4, N. Y. 














DEALERS INQUIRIES INVITED 


All Purpose 
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crease they re planning for January 
Ist is only a mirage. 


2—We don’t happen to belong to 
the group that agrees with the P 5st. 
master, in his views about running 
the Post Office as a business ins! tu- 
tion and “bringing expenditures :nd 
revenues as closely together as pc ssi- 
ble.” But we might be willing to j >in 
his ranks if he could convince us ‘hat 
under our present political syste: : it 
will ever be possible really to ope ate 
the Post Office as a business! Wve 
said it before and we'll say it again; 
just as long as Congress continue: to 
use the Post Office for “social” as 
well as educational gains, setting up 
new Post Offices that are not actuully 
needed, adding additional persoinel 
and in many other ways using the 
“Service” in a completely unbusiness- 
like manner, it will be impossible to 
operate the Post Office on a sound 
business basis. It’s just not possible 
to pour out of one end more than you 
can ever hope to pour into the other. 
Maybe some bright individual will 
tell us how you arrive at rates that 
will keep pace with the antics of 
Congress (yes, even including author- 
izing the issuance of commemorative 
stamps practically every time there's 
a lull in other important Congres- 
sional business). 


3——-We don’t even have an inkling 
whether Postmaster Donaldson will 


continue in office after January 20th. . 


It is safe to assume, however, that he 
will remain in the Department. And 
it’s also pretty safe that his attitude 
will be carried over into any new 
administration. So you better not sit 
back and think there'll be no attempt 
to increase rates again and again and 
again. Looks a little bit like we’re on 
a merry-go-round . . . and we don't 
see a single brass ring in sight. No, 
not even for the second class boys 
and girls. 


Speaking of the book business, as 
we were awhile back, reminds us 
that you may be interested in the 
regulations covering the inclusion of 
advertisements of other books in 
books or packages of books shipped 
under the book rate. Note carefu'ly 
that the use of the word “advertisin” 
as used in the following five rul’s. 
denotes advertising of other books 
only. 


(Continued on Page 29) 
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1. For the first 24 pages of printed matter 
‘, » book, two pages may be devoted to 


9, F.. each additional 24 pages of printed 
matter, one additional page of advertis- 
inv is permitted, with a total of no more 
thon eight pages of advertising permit- 
tc... regardless of the size of the book. 

g, A ertising printed on the dust jacket 
o: xe book itself is permitted, and does 
n change the amount of advertising 


ed in the book itself. 


4. |; >ddition to advertising in the book 
on the jacket, you are permitted, 
ur or the book rate to enclose in the 
ec on up to 14% oz. of loose circular 
mer. (The Post Office, without issu- 
i . definite ruling, considers the book 
+ to be part of the book itself.) 


DS. | , addition to all of the above, you 
" to include more than 114 oz. of 
ci) ilar matter, you can do so by pay- 


in additional third class postage for 
naterial in excess of 114 oz. 


% % % 


Pot Office regulations covering 
the » -w postal rates that are effective 
January 1, 1949 (in spite of Post- 
mas! Donaldson’s Los _ Angeles 
speecli) are being issued and two of 
them) warrant your interest. 


(1) Even though an annual fee of 
$10.00 will be charged for permits 
to mail under Section 562 regardless 
of whether the matter is mailed with- 
out stamps afhxed as metered or non- 
metered mail, or the postage is paid 
by pre-cancelled stamps; there has 
been no change in the present rule 
that requires applicants for permits 
to mail non-metered matter without 
stamps affixed to pay a fee of $10.00. 
In other words, old permits will only 
cost $10.00 per year . .. but new 
ones will cost $20.00 the first year 
and 510.00 per year thereafter. 


(2) Here is the exact wording of 
the regulation covering the new rate 
on “odd size” pieces of third class 
mail. Better study it carefully ... 
and do your planning now unless 
you want to pay higher rates next 
January. 

“Pieces or packages of third-class mat- 
ter, when of such size or form as to prevent 
realy facing and tying in bundles and 
requiring individual distributing through- 
out, shall be subject to a minimum charge 


of S cents each. Among the articles to 
Which the 3-cent minimum charge shall 
appiy are those exceeding 9 inches in width 
or i” inches in length, or less than 3 inches 
in wilth and 4 inches in length; round, 
Cylindrical, or other irregularly shaped 
Pleces or packages, and those with con- 
ten! iorming a hump or which are other- 
Wis’ so uneven as to prevent stacking or 
lyin. in packages; also articles in bags or 


q A 
wl are addressed by means of tags.” 
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YES, YOU’RE 
RIGHT. GOOD 
PAPER DOES 


MAKE A LOT OF 


DIFFERENCE! 





neater finished 


wide range of pleasing 
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The ‘“Whitest’’ Hammermill Bond ever 
produced. Typing and printing stand out 
with new sharpness on its whiter surface. 


Your typists, also, will turn out cleaner, 


paper. Takes quick, clean erasures, too. 


Send for this FREE sample book 


Contains samples of improved Hammermill Bond in 


brighter, clearer white. Also matching envelopes. 


Hammermill Paper Company, 1621 East Lake Road, Erie, Pa. 


Please send me — FREE —the sample book showing improved 
Hammermill Bond and sample packet of letter-size sheets. 


catiaieiaiiaaaiiemniimaasl iia ceili 
(Please attach to, or write on, your business letterhead) 
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| THINK WE 
SHOULD STANDARDIZE 


ON THIS IMPROVED 





HAMMERMILL BOND, 





MR. MARTIN. MY 





TYPISTS DO SO MUCH 


BETTER WORK ON IT! 








work on this improved 
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WATERMARK -- IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 
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Best of Industry 


Award Certificates were presented to the 78 winners 
during the annual three day conference of the Direct 
Mail Advertising Association, Philadelphia, Pennsylvania 


The committee of judges consisted 


of: 


John Plank, Account Executive, 
Howard Swink Advertising Agency, 
Marion, Ohio; Herbert Buhrow, Man- 
ager, Mail Sales Dept., McGraw-Hill 
Book Company, New York; A. M. 
Sullivan, Advertising Manager, Dun 
& Bradstreet, Inc., New York; Elmer 
S. Lipsett, Sales Promotion, S. D. 
Warren Company, Boston: “lis G. 
Bishop, Chairman—Advertis .:7, Man- 


Get MOKE 
Sales Abction. 


SALES REVIEW MAKES SALESMEN OUT 
OF ORDER-TAKERS. 


into your organization from fields 
other than that in which your 
salesmen work every day; infor- 
mation they would not otherwise 
see, condensed into a few minutes 
of valuable reading. 

SALES REVIEW is a digest of 
outstanding articles, stories, 
books and speeches about selling. 
Brief, forceful talks on sales 
topics, presented in an interesting, 
concise and entertaining manner. 
They benefit the salesman and 
improve his selling efforts. 

Salesmen must be well informed 
in order to sell intelligently. Ab- 
sorbing good information takes 
time, and time is a precious com- 
modity to the man who sells. 
SALES REVIEW is quick and easy 
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SALES: REVIEW 
provides a flow of selling ideas 
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ager, Royal Typewriter Company, 
New York. 


Days were devoted to the judging, 
with every entry getting complete 
consideration from the committee. So 
close was the competition that in sev- 
eral cases duplicate awards had to 
be made. 


After the premier showing in Phila- 
delphia all of the campaigns will tour 
the country. 


PLPPPPLLPPOLLLLLL OP GPP BLL L ODDO 


to read and is specifically design- 
ed to give the cream of selling 
information in an 
manner. 


enjoyable 


HELP FOR THE SMALL OR LARGE SALES 
FORCE. SALES Review will be a 
sales training aid to your sales- 
men; and will provide an interest- 
ing refresher course in basic sell- 
ing principles—selling practices 
on which they may have become 
rusty during the last several years 
of “order taking” instead of 
selling. 

Your sales force will want 
SALES REvIEW. Let us prove that 
your men will read and benefit 
from this excellent magazine. At 
no cost or obligation you can test 
SALES REVIEW and determine its 
value to your company. Write 
for free copies and further 
information. 


SALES REVIEW 


417 N. Dearborn St., Chicago 10, Ill. 
Superior 5578 
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The 1948 Direct Mail Leaders are: 


Airlines—Capital Airlines, Inc., Washington Ng. 
tional Airport, Washington 1, D. C. Jos: ph B 
Montgomery, III, Art Director. 


Art Services—The Jefferson Company, 424 Madi. 
son Avenue, New York 17, New York. ‘%, ¢. 
Jefferson, President & Treasurer. 


Associations—Agriculture—Eastern States “arm. 
ers’ Exchange, Information Service Depart ment. 
95 Elm Street, West Springfield, Mass. 


Associations—General—Southwestern Sale: ky. 
ecutive Conference, 12 Clubs of the Southwest, 
Credit for producing: The John E. Wol: Co. 
Home State Life Bldg., Oklahoma City 3, Okla. 


Associati industrial—Copper & Bras. Re. 
search Association, 420 Lexington Avenue, New 
York 17, New York. B. B. Caddle, Secretary. 


Automotive Mfrs.—Passengers—Pontiac Motor 
Division, General Motors Corporation, 196 Oak. 
land Avenue, Pontiac 11, Michigan, G. G, W inter, 
Service Prom. Mgr. 


Automotive Mfrs.—Truck—The Studebaker Cor. 
poration, South Main Street, South Bend 27, 
Indiana. K. B. Elliott, Vice President. 


Banks—Old National Bank, 416 Main Street, 
Evansville 2, Indiana. Walter H. Bischoff, As. 
sistant Cashier, Adv. Mgr. 





Beverages—American Wine Company, 321 §. 
Beverly Drive, Beverly Hills, California. Char. 
lotte S. DeArmond, Advertising Manager. 


Building Materials—The Flintkote Company, 30 
Rockefeller Plaza, New York 20, New York. 
L. Rohe Walter, Director of Public Relations, 


Business Services—The National Research Bureau 
Inc., 415 North Dearborn Street, Chicago 10, 
Illinois. Robert Stone, Vice President. 


Chemicals—Canadian Industries Ltd., Agricul 
tural Chem. Adv. Division, P. O. Box 10, Mon- 
treal, Quebec, Canada. D. W. Kelly, Advertising 
Manager. 


Community Development—Department of Con: 
merce, Commonwealth of Pennsylvania, Capitol 
Building, Harrisburg, Pennsylvania. Orus J. Mat- 
thews, Secretary of Commerce. Credit for produc- 
ing: Ketchum, MacLeod & Grove, Inc., 411 Sev- 
enth Avenue, Pittsburgh 19, Pennsylvania. 


Construction Equipment—Maxon Construction 
Company, Dumpcrete Division, 131 N. Ludlow 
Street, Dayton 2, Ohio. W. W. Kingman, Sales 
Manager. Credit for producing: Yeck & Yeck, 
202 ‘Lalbott Building, Dayton 2, Ohio. 


Creative Printing and Lithography — Wetzel 
Brothers, 444 North Broadway, Milwaukee 2, 
Wisconsin. Carl H. Eissfeldt, Vice President. 


Department Store— The Broadway-Hollywood, 
6300 Hollywood Boulevard, Hollywood 28, Cali- 
fornia. E. J. Shurtz, Vice President. Credit for 
producing: Burroughs Incorporated, 935 8S. Va 
lencia Street, Los Angeles 15, California. 


Display Advertising—New York Subway Adver- 
tising Co., Inc., 630 Fifth Avenue, New York 20, 
New York. Jefferson Tester, Art Director. 


Educational—Evansville College, Evansville 4, 
Indiana. Harold Van Winkle, Director of Public 
Relations. 


Electrical Equipment—General Electric Company, 
1285 Boston Avenue, Bridgeport, Connecticut. 
J. W. Dunbar, Adv. Department. Credit for pro- 
ducing: Cope, Incorporated, 3800 Chester Ave 
nue, Cleveland 14, Ohio. 


Envelope Manufacturer—Tension Envelope Cor 
poration, 19th and Campbell Streets, Kansas 
City 8, Missouri. Martin Baier, Adv, Manager. 
Credit for producing: Rogers and Smith, Iinc., 
Dwight Building, Kansas City 6, Missouri. 


Financial—Iindustrial—C.I.T. Corporation, 1 Park 
Avenue, New York 16, N. Y. W. S. Jorgenson 


Food Products—Foote & Jenks, Inc., 241 W. 
Euclid Avenue, Jackson, Michigan. L. Z. Ma 
thany, Adv. Mgr. 


Food Service Equipment—S. Blickman inc. 
536 Gregory Avenue, Weehawken, New Jersey. 
E. Charlop, Adv. Mgr. Credit for producing: 
Jules Lippit Advertising Inc., 130 West “2nd 
Street, New York 18, New York. 
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Funeral Supplies—The Dodge Chemical Com- 
pany, 656 Beacon Street, Boston 15, Massa- 
chusetts. A. Johnson Dodge III, General Manager. 
Credit for producing: S. H. Heathwood Associ- 
ates. »U04 Worcester Street, Wellesley Hills, Mass, 


Furniture Manufacturer—Dunbar Furniture Mfg. 


Co.. Herne, Indiana. Grove W. Sprunger, Pres. 
Cre for producing: Harold J. Siesel Co., 
424 ‘{adison Avenue, New York 17, New York. 
Government Services—Canada Post Office De- 
part nt, Ottawa, Ontario, Canada. C. H. Bray, 
Publi: Relations Officer. Credit for producing: 


C. . Seager, 
Ontar 0, Canada. 


123 Charles Street, Hamilton, 


Heating & Ventilating—Iron Fireman Manufac- 
turing Co., 3170 West 106th Street, Cleveland 
11, ‘hio. Dale Wylie, Sales Promotion Mgr. 


Home Furnishings—Shwayder Bros., Inc., 1050 


Sout’ Broadway, Denver 10, Colorado. Joel 
Rose blum, Director of Advertising. Credit for 
produ ing: A. B. Hirschfeld Press, 1840 Cali- 
forni: Street, Denver 2, Colorado. 

Hote: & Resorts—Skytop Lodges, Incorporated, 
Sky" Pennsylvania. William W. Malleson, 


Gener:l Manager. Credit for producing: 
Falk: r Arndt & Co., Inc., 
Bldy. Philadelphia 9, 


John 
Fidelity-Phila. Trust 
Pennsylvania. 

Indu-trial Equipment—Stainless & Steel Prod- 
ucts (o., 1000 Berry Avenue, St. Paul 4, Minne- 


sota P. W. Casey, President. Credit for 
producing: Chester A. Gile—Advertising, 405 
Th Building, Minneapolis 2, Minnesota. 
Industrial Instruments — Wheelco Instruments 
Company, 847 West Harrison Street, Chicago 7, 
Hlinwss. H. W. Bluethe, Adv. Manager. 
Industrial Supplies—Carboloy Company, Inc., 
11177 E. Eight Mile Road, Detroit, Michigan. 
\. ©. Howell, Merchandising Mgr. Credit for 
producing: Brooke, Smith, French & Dorrance, 
Inc. 5469 East Jefferson Street, Detroit 14, 
Michigan. 


Insurance—Life—Equitable Life Assurance So- 
ciety of the United States, 393 Seventh Avenue, 
New York 1, New York, Charles R. Corcoran, 
Director of Sales Prom. 


insurance—Fire & Casualty—Hardware Mutuals, 
200 Strongs Avenue, Stevens Point, Wisconsin. 
H. E. Manske, Adv. Mgr 


Investment Services—United Business Service, 
210 Newbury Street, Boston 16, Massachusetts. 
Carleton W. Richardson, Vice President. 


Jewelry—J. R. Wood & Sons, Inc., 216 East 
45th Street, New York 1, New York. A. Bauer, 
Advertising Mgr. Credit for producing: Batten, 
Barton, Durstine & Osborn, Inc., 383 Madison 
Avenue, New York 17, New York. 


Leather Goods—Shwayder Bros., Inc., 1050 
South Broadway, Denver 9, Colorado. Joel Rosen- 
blum, Director of Adv. Credit for producing: 
A. B. Hirschfeld Press, 1840 California Street, 
Denver 2, Colorado. 

Machinery and Tools—Sarco Company, Inc., 350 
Fifth Avenue, New York 1, New York. GQ. A. 
Binz, Sales Promotion Mer. Credit for producing: 
W. L. Towne Advertising, 10 East 40th Street, 
New York 16, New York. 


Machinery—Farm—New Holland Machine Com- 
pany, New Holland, Pennsylvania. H. Joseph Hull 
Jr., Adv. Dept. 


Medical & Dental Equipment—Ritter Company, 
Inc., 400»West Avenue, Rochester 3, New York. 
Edward Hurlburt, Adv. Mgr. 


Metals—Metal Products—Dominion Foundries & 
Steel Ltd., Depew Street, Hamilton, Ontario, 
Canada. L. J. Blenkinsop, Director, Public 
Relations & Adv. 


Newspapers—The New York Times, 229 West 
43rd Street, New York 18, New York. Irvin S. 
Taubkin, Prom. Mgr. 


Novelties—Fair Publishing House, 7 
Railroad Street, New London, Ohio. K. C. Lee, 
Assistant Mgr. Credit for producing: Wayne M. 
Carleton, 37 East Gaylord Avenue, Shelby, Ohio. 


Office Equipment—Remington Rand Inc., Type- 
writer Division, 315 Fourth Avenue New York 10, 
New York. R. B. Downey, Sales Prom. 


Packaging—Phoenix Metal Cap Company, 2444 
West 16th Street, Chicago 8, Illinois. H. J. 
Higdon, Director of Adv. 


South 


Paper Manufacturer—The Champion Paper & 
Fibre Co., Hamilton, Ohio. F. C. Gerhart, Ad- 
vertising Mgr. 


Personal Products—wWestern Electric Company, 
Inc., 120 Broadway, New York 5, New York. 
Sam Hudson, Sales Prom. Mgr. Credit r pro- 
ducing: Benton & Bowles, Inc., 444 Madisor. 
Avenue, New York 22, New York. 


Personal Services—Blue Cross Plan For Hospital 
Care—11 South LaSalle Street, Chicago 90, 
Illinois. Ruth Brannan, Public Relations Director. 


Credit for producing: Bozell & Jacobs, 326 W. 
Madison Street, Chicago 6, Illinois. 
Petroleum—Standard Oil Company (Indiana), 


910 South Michigan Avenue, Chicago 80, Nlinois. 
Wesley I. Nunn, Advertising Mgr. 


Pharmaceuticals —- Abbott Laboratories, North 
Chicago, Illinois. Charles S. Downs, Vice Pres. 
—E. R. Squibb & Sons, 745 Fifth Avenue, New 
York 22, New York. Paul G. Lawler, Art 
Director. 


—Merck & Co., Inc., 161 Avenue of the Americas, 
New York 13, New York. Douglas Wakefield 
Coutlee, Director of Advertising. 


Pharmaceutical—Export — Abbott Laboratories, 
International Company. 919 North Michigan 
Street. Chicago 11, Illinois. Thomas S. Bird. 
Adv. Mgr. 


Photo-Engravers—Collins, 
207 N. Michigan Avenue, Chicago 1, Illinois, 
Harry Collins, President. Credit for producing: 
Poole Bros. Inc., 85 W. Harrison, Chicago 5, Il. 


Photographic Equipment—Bell & Howell, 7100 
McCormick Road, Chicago 45, Illinois. Mar- 
garet Ostrom, Sales Prom. Mgr. 
Plastics—Monsanto Chemical Company, Plastics 
Division, Springfield, Massachusetts. J. P. Orr, 
Direct Mail Supervisor. 


Printed Specialties—The John Henry Company, 
104 Depot Street, Lansing 4, Michigan. Tom 
O’Brien, Adv. Mgr. 


Printing Equipment—Machinery—The Dayton 
Rubber Company, Dayton 1, Ohio. J. D. Hershey, 


(Continued on Page 32) 
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Adv. Mgr. Credit for producing: Yeck & Yeck, 
202 Talbott Building, Dayton 2, Ohio. 


Public Utility—Northern Electric Company Ltd., 
1261 Shearer Street. Montreal, Quebec. Canada. 
E. H. Woodley. Credit for producing: Harry 
E. Foster Agencies, Inc., 128 Sun Life Building, 
Montreal, Quebec, Canada. 


Publications—General—Young America. 32 East 
57th Street, New York 22, New York. George V. 
Rumage, Advertising Director. 


Publications—Business Papers—Business Week, 


430 West 42nd Street, New York 18, New York. 
Walter Persson, Prom. Mer. 


Publications—Farm—Successful Farming Maga- 
zine, 1716 Locust Street. Des Moines 3, Jowa. 
C. A. Baumgart, Adv. Sales Mgr. 


Publications—Trade—Haire Publishing Company, 
1170 Broadway, New York 1, New York. S. K. 
Dickstein, Prom. Mgr. 


Radio Networks—Columbia Broadcasting System, 
485 Madison Avenue, New York 22. New York. 
William Golden, Associate Director of Adv. & 
Sales Prom. 

Rockefeller 
James Nelson, 


—National Broadcasting Co.. 30 
Plaza, New York 20, New York. 
Director of Adv. 

Radio Stations—Local—Radio Station WMAQ. 
Merchandise Mart, Chicago 54, Illinois. Harold 
\. Smith, WMAQ Prom. Mgr. 


Real Estate—Paul Herbold, Realtor, 16559 Ven- 
tura Boulevard, Encino. California. Paul Her- 
bold, Owner. 

Retailer—Stork Baby Service, 
Detroit 4, Michigan. 
Credit for producing: 
Book Tower, Detroit 26, Michigan. 
Retail Credit Store—Peoples 
pany. Michigan at Shelby, Detroit 26, Michigan. 
L. Laidig, Publicity Director. 


10425 Northlawn. 
Robert Lattin. President. 
Fred M, Randall Co., 3314 


- Credit for producing: 


Outfitting Com- 


Rubber Products—General Tire & Rubber, Akron, 
Ohio. Ray Carr, Mgr., Sales Promotion. Credit 
for producing: Cope, Inc., 3800 Chester Avenue, 
Cleveland 15, Ohio. 


Safety Equipment—Willson Products Inc., 
and Washington Streets, Reading, 
Stanley W. Herbine, Sales Mgr., Industrial Di- 
vision. Credit for producing: Beaumont, Heller 
& Sperling, Sixth and Walnut Streets, Reading, 
Pennsylvania. 


Second 
Pennsylvania. 


Sports Equipment—Brunswick Balke, 629 South 
Wabash Avenue, Chicago 5, Illinois. John C, 
Gibbons, Director—Advertising & Promotion. 
Poole Bros., Inc., 85 West 
Harrison Street, Chicago 5, Illinois. 


Syndicated Advertising Service for Auto Dealers 
The Sovereign Plan, Inc., 2900 South Michi- 
gan, Chicago 16, Illinois. Bernard D. Verin, 
Ady. Director. 


Textiles—A. D. Juilliard & Co., Inc., 40 W. 40th 
Street, New York 18, New York. Jean Pierre, 
Fashion Director. Credit for producing: Gotham 
Advertising Co., 2 West 46th Street, New York 
19, New York. 

Watches & Clocks—Longines-Wittnauer Watch 
Co., 580 Fifth Avenue, New York 19, New York. 
Roy D. Pruden, Adv, Mgr. 





Wearing Apparel—Munsingwear, Inc., 718 Glen- 
wood Avenue, North Minneapolis, Minnesota. 
Madolin K. Bingham, Director of Adv. & Sales 
Promotion. 


Wearing Apparel Accessories—Donahue Sales Cor- 
poration, 420 Lexington Avenue, New York 17. 
New York. R. H. Penndorf, Adv. and Sales 
Promotion Director. 


Women’s Apparel—Mfr.—Fairy Silk Mills, Inc., 
Shillington, Pennsylvania. Wendell T. Jay, Sales 
Mer. Credit for producing: Beaumont, Heller & 
Sperling. Inc., 6th & Walnut Streets, Reading, 
Pennsylvania. 


In addition to the above 78 leaders 
there were 44 winners of 1948 Merit 
Awards. They were: 


Art Gallery—Durand-Ruel Galleries, New ~‘ork 
22, New York, 

Automotive Manufacturer—Passenger — Pac. ard 
Motor Car Co., Detroit 11, Michigan. 
Automotive Manufacturer—Truck—Federal M >tor 
Truck Co., Detroit 9, Michigan. 


Beverages—The Canadian 
Toronto, Ontario, Canada. 


Breweries Limited, 


Building Materials—Atlantic Lumber Compr 
Boston. Massachusetts. 
—United States Gypsum Co., Chicago 6, Il. 


Business Services—American Readers’ Service, 
Inc., Lansdale, Pennsylvania. 


—F. W. Dodge Corporation, New York 18, N. Y, 


Chemicals—Hercules Powder Co. 
Delaware. 


, Wilmington 99, 


Community Development—Pioneer Valley Associ- 
ation, Northampton, Massachusetts. 


Creative Printing & Lithography—tThe E. F. 
Schmidt Company, Milwaukee 9, Wisconsin. 
—U. S. Printing & Lithograph Co., Cincinnati 12, 
Ohio. 


Department Store—Carson 
Chicago 3, Illinois. 


Pirie Scott & Co., 


Electrical Equipment—lInternational 
Co., Philadelphia 8, Pennsylvania. 


Resistance 


Food Products—Borden’s Farm Products, New 
York 13, New York 
—The Carnation 
California, 


Company, Los Angeles 36, 


Home Furnishings—J. J. 
more 1, Maryland. 


Haines & Co., Balti- 
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the “know how” to assist you in organizing 


XCELLO provides 


your art and copy .. . determining 


your method of printing... producing your work 


economically and quickly. Publications, 


catalogs, booklets, direct mail from black 


and white to full color ... Now over one million 


impressions a day. 


Make your next job 








high in quality. 


XCELLO PRESS wn: 





Van Buren 
8790 


LITHOGRAPHERS «+ PRINTERS « BINDERS * 400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS « 
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Hotels a Resorts—Bellerive Hotel, Barney Good- 


man Hotels, Kansas City, Missouri. 

Memor nell rank Ensor Hammaker, Towson 4, 
Marvla sd. 

Men’s ‘pparel Manufacturer—Goodall Company, 


Cineil ti 2, Ohio. 


Motior Pictures—RKO Radio Pictures Incorpo- 
rated. w York 20, New York. 
Newsp-oers—New York World-Telegram, New 
York New York. 

Novelt. s—Globe Ticket Company of New Eng- 
land, ston 11, Massachusetts, 

Office <quipment—The Standard Register Co., 
Dayt . Ohio. 

Paint- stewart Paint Manufacturing Co., Min- 
neap 11, Minnesota. 

Paper ‘anufacturer—Mohawk Paper Mills, Inc., 


Coho: New York. 


Pharm ceuticals—American Cyanamid Company, 
Lede Laboratories Div., New York 20, N. Y. 
—Br | Laboratories Inc., New York 20, N. Y. 
Plasti —-American Cyanamid Company, New 
York New York. 

—Ro & Haas Company, Philadelphia 5, Pa. 
Printe’ Specialties—Aatell & Jones, Inc., Phila- 


lelph 34, Pa. 


Printi' . Equipment—Machinery—Monomelt Com- 
pany, . Minneapolis 13, Minnesota. 

Public Utility—Georgia Power Company, At- 
lanta Georgia 

Publications—General—Reader’s Digest  Inter- 
natio! Editions Inc., New York 18, New York. 
Publicutions—Business Papers—The Financial 


Post, MacLean-Hunter Publishing Co., Ltd., 
Toront. 2, Ontario, Canada. 

Radio Networks—National Broadcasting Co., 
NBC \\estern Network, Hollywood 28, California. 


Rubber Products—Goodvear Tire & Rubber Co. 
of Canada Limited, New Toronto, Ontario, 
Canad 

—Seilerling Rubber Co., Akron 9, Ohio. 
Silverware—Fine Arts Sterling Silver Co., 


Philadelphia 7, Pa. 


Social Welfare—Volunteers of America, Minne- 
apolis |, Minn. 

Syndicated Advertising—Pulblishers Digest Inc., 
Chicago 10, Illinois. 

Textiles—American Viscose Corporation, New 
York 1, New York. 

Wearing Apparel—Infants Socks, Inc., Reading, 


Pennsvilvania. 


Women’s Apparel Mfr.—Julius Kayser Company, 
New York 18, New York. 


PHILADELPHIA 


(Continued from Page 10) 


but in spite of the fish-bowl living 
and all the hullabaloo . . . THE ReE- 


PORTER staff did manage to get a 
little work done. We inspected ex- 


hibits, talked to people and got a lot 
of ideas for making THE REPORTER 
better and better. Everyone seemed 
to like the pie cover on the Conven- 
tion Issue. And there were many 
wisecracks about the tieup arranged 
by Henry, Jr. (Pete) for the lemon 
meringue pie served at the opening 
luncheon. Thanks to all of you who 
praised the Convention Issue—either 
personally, by phone or by letter. 


\ final round-up with exhibitors 
on late Friday afternoon indicated 
tha! they were well- pleased with re- 
sull-. The only criticism we heard 
con erning exhibits was . . . that too 
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many big companies that supply the 
Direct Mail field were not repre- 
sented. 


The Philadelphia Committee did a 


fine job. Earle Buckley was a perfect 
General Chairman. 


His wit is always 
stimulating. Jerry Gray had one of 
the most efficient Program Commit- 


tees I’ve ever seen. 


The only person who seemed 


slightly disconcerted about the whole 
thing was Associate Chairman Joe 
Dolson of Hercules Powder Company. 
I met him after the convention was 
all over. 


He asked me if I would 


please explain to the people who 


called him “the man who wasn’t 
there” that the reason he couldn’t 
meet the speakers in his suite was that 
he had a baby that week. (His wife, 
that is.) Of all weeks to have a 
baby! Maybe Joe will enlist to help 
next years General Chairman, when- 
ever the Convention City is selected. 


THE REPORTER staff will look for- 
ward to seeing you all again in Oc- 
tober of 1949. 

H.H. 
Philadelphia 
October 3. 1948 
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Make Photo-Offset Duplicating Plates 


IN YOUR OWN OFFICE! 


New Remington Rand’s sensational 
PLASTIPHOTER makes high quality photo- 
offset duplicating plates 27 your own office, 
and costs only a fourth as much as ordinary 
plate-making equipment. 


There's no need now to wait for plates. 
Why “send out” when you can make your 
own in a matter of minutes? 


The PLASTIPHOTER uses only 3 square 
feet of space; it eliminates the need for 


costly arc lights, vacuum frames and 
whirlers; and it cuts plate costs by 50% 

No special training is required—anyone in 
your office can operate the PLASTIPHOTER. 
Get full details on how this new develop- 
ment can help you do a better job with 
less cost. Just send us the coupon. There’s 
no obligation, of course, so send it now! 


Copyright 1948, by Remington Rand Inc. 


DUPLICATOR 
SUPPLIES DIVISION 


Remnglon Rand 


2 MAIN AIN St., No. A2 
BRIDGEPORT 1, CONN. 





Gentlemen: Please send me without ciligation full details on the PLASTIPHOTER. 


FIRM_ 





CITY__ 





SIGNED BY 


-STREET_ nen 





___ STATE 
















































THE STRONGEST LINK IN 
THE MAIL ORDER PROMO.- 
TION OF ANY PRODUCT IS 
THE EFFECTIVENESS OF THE 
LIST USED. 


WE CAN SUPPLY LISTS 
CAREFULLY SELECTED ON 
THE BASIS OF CUSTOMER 
PURCHASING PREFERENCE. 


WILLA MADDERN 
LIST BROKER 


215 Fourth Ave., New York 3, N.Y. 
Gramercy 3 - 3440 





. “the plan 
behind the 
GOAL 


In football, strategy plays a major 
role. Likewise, to reach its desired 
goal, DIRECT MAIL must be care- 


fully planned and executed. 
direct mail promotion 
is a Jules Lippit specialty 


Whether it be a simple folder, a 
catalog, or an entire mail cam- 
paign*—we are prepared to render 
a complete service—from the basic 
organization of the material sub- 
mitted to copy, layout, artwork and 
finished printed product. Write for 
our brochure “Your Direct Mail 
Problem.” 





*Such an expertly-erccuted cam- 
paiygn for one of our clients carned 
o DMAA “1948 Best of Industry 
Awad.” 


PVOS «os 
to advertising ex- 
ecutives — ‘‘Direct 
Advertising Read- 
ers’ Guide” — 
monthly index to 
articles on direct 
advertising in cur- 
rent trade period- 
icals. Please write 
on your business 
letterhead. 


JULES LIPPIT ADVERTISING, Inc. 


Specialists in Direct Mail Promotion 
130 W. 42 St., New York 18 - WI 7-4861 








HOW MUCH DOES 
A LETTER COST? 


Heward Dana Shaw, 1524 Chest- 
nut Street, Philadelphia 2, Pennsyl- 
vania, sent this check list to his pro- 
motion list. He added this pertinent 
information— 


“Most accurate surveys show that 
the total cost of a letter today is 75 
cents to $1.25 even in a big company. 
To control business expenses, it’s 
wise to check on the costs that go 
into a letter.” 


1. Getting ready—reading over received 
letter or data, gathering information. 
planning the letter (include supplies 
and time of any other persons in- 
volved). 


N 


Dictation—actual time spent by dic- 
tator. 


3. Stenographer’s time: (a) taking dicta- 
tion, (b) checking and arranging sup- 
plies and readying, (c) typing letter, 
and (d) reading and correcting. 

4. Dictator’s time reading and signing. 

5. Traffic and labor (folding, assembling 
enclosures, sealing, stamping, mail- 
ing). 

6. Letterhead (including design, print- 
ing, and printing supervision), blank 
sheets, and second sheets for copies. 

7. Envelopes—including printing, etc. 


8. Cost of enclosures. 


9. Postage. 


10. Supplies — including carbon paper, 
typewriter ribbon, notebooks, pe icils, 
erasers (including purchasing, : tock. 
ing, and handling). 


11. Filing (equipment, supplies, la or). 


12. Typewriter (depreciation and: ain. 
tenance). 


13. Overhead. 


OUR 
NOMINATION 
OF-THE-MONTH 


We've just seen the July and Au- 
gust issues of “Pause”... one of the 
magazines George Kinter publishes 
for his clients. 


This one for W. A. Stoeltzing, 1222 
Empire Building, Pittsburgh, Pa. 


Cover of July issue . . . had a 
Jantzen-clad babe perched on a piling 
. . . looking her cheesecake best. 


Then the August issue arrived ... 
with same gal in same pose. But this 
time she was all dressed up by the 
artist’s brush in a bathing suit, circa 
1900. 


Inside, an apology from the printer- 
editor . . . explaining that the pho- 
tographer was bold in last month’s 
shot . . . and that all’s right with the 
world now. 








It’s OUR BUSINESS 





SEND FOR THIS 
FREE BOOKLET 











to Help YOUR BUSINESS 





First Class Services for 
ce | All Classes of Mail 


MAILING LISTS 
Compilation Maintenance 

MULTIGRAPHING 
“ MIMEOGRAPHING 
Ft ADDRESSING 
gt Hond Typewritten Stencil 
MAILING OPERATIONS 

MAIL SURVEYS 











To make certain that the postman’s “homing™ ring means more busine « for 
you, we at A.MS., through the operation of specialized mailing service-. aid 
and abet your out-going sales strategy. May we help you dispatch your 
next mailing? Call or write .. . we'll be happy to serve you! 


— 





ADVERTISERS MAILING SERVICE, INC. Kane-Kiernan Organization 
915 BROADWAY, NEW YORK 10, N. Y.—TELEPHONE AL 4-6666 
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How can you 
SELL them 

unless you 
~~ ~—sCOT LLL them? 


a 


foal - 





Th. lliott Cardvertiser is the only machine in 
the vorld that both prints and addresses Post 
Car and its speed is spectacular. 


Th. -eriod of hard-to-get Merchandise is chang- 
ine oa period of hard-to-get Customers—and 
it me for all business men to consider what 
anc now they will advertise. 


Nc. spaper and costly mail advertising is dom- 
ina‘od by big business. But if you have the ability 
to .ompile a mailing list and tell your ene ona 
penny post card, this Elliott Cardvertiser will save 
your business because it will get hundreds of ac- 
curstely addressed and perfectly printed post 
cards into your nearest mail box within one hour 
of (he moment you conceive the thought. 

May we send you copies of letters showing how 
the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you sell? 


The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39, Mass. 








The MASON MAILMASTER.. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 
TAPE, TIME 





ee fOr 
Postal 
Shipments 


No Wrapping—No Tying, 
65 sizes—1,000,000 boxes in 
stock for immediate delivery. 

—Send for Catalogue. 

THE 





BOX COMPANY 


Hain Office New York Office 
Att'eboro Falls, Mass. 175 Fifth Ave. 


Factories: Attleboro Falls and Taunton, Mass. 


M! NUFACTURERS OF A COMPLETE LINE 
OF SET-UP BOXES 









Same idea used for cartoon inside 
the book. She’s dressed up, too. This 
prompts our nomination of George 
as President of the new-born SFA- 
OBBOCOCM (Society for Abolish- 
ment of Bathing Beauties on Covers 
of Customers’ Magazines) . 


MOVIE 
MAILING 


Just received a different kind of 
mailing . . . that is being sent to ex- 
hibitors of RKO Radio Pictures . . . 
advertising their new movie, “Rachel 
and the Stranger.” 


A letter from sales promotion man- 
ager Leon Bamberger explains what 
it is .. . and acts as a press release. 


Came in an envelope simulating 











the envelope one receives after photo- 
graphs have been developed at a 
drug store. See pix. 


Inside, a letter from general sales 
manager Robert Mochrie . . . telling 
the exhibitors how good the flicker is. 
Also a proof of an ad that'll appear 
in magazines and newspapers. 


Then ... six 4° x 5” “snapshots” 
of the film with captions on the back 
of each one. 


An attention-getting mailing. 


‘got FAI] to spare? 


EUREKA'S 489 


| DUPLISTICKERS 
CUT Direct Mail 
Addressing TIME 


That's all it costs to ad- 
dress one Dupiisticker with 
Eureka's fast system 
for lowering ad- 
dressing costs. 










Check these advantages: 


® Helps keep lists up to date! 

® Used on all type duplicators! 

® Exact registration with master copies! 
® Special process gives sharper legibility! 
® No special skill or equipment required! 
® Gets mail out on time! 


é x f | Descriptiye Folder 
| and Sample OR, 
ask your stationer for 


package — enough 
15° 


to address 1050 
SPECIALT¥® PRINTING CO. 








mailing pieces. 
EUREKA 


eid delalicls Mam aor 











A REFRESHING 
WINTER OR SUMMER 
VACATION—“all 
expenses paid”! 








Yes, a swell rest and change for 
you — received from EXTRA 
PROFITS from addressing mail 
to YOUR List for acceptable 
MOSELY Maii Sellers. 


““MOSELY sends the 
CHECKS” 


. 
| Send full details counts, etc., on 


Your Lists TODAY for an 
opinion of what can be done. 


No obligation! WRITE NOW to 








| Dept. RE-10 





SELECTIVE LIST SERVICE 


38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 


y 
“MOSELY sends the CHECKS!” 
































Are You Mailing 
lor the 


Sheer FUN of It? 


You can have a lot of fun working up fancy 
mail-selling promotions. You can make a 
lot of money at it, too—IF the mailing 
lists you use represent the most logical 
prospects for your product or service. You 


can lose a lot if they dont. 


We couldn't se// you mailing lists, because 
we don't own any. But we ve got more than 
2,000 privately-owned lists registered with 
us for rental —and each represents people 


who are known to be mail-respensive. 


You can be sure of reaching such pros- 
pects for your proposition by letting our 
experienced list analysts do your hunting 
for vou. Write on your business letterhead 
“WHICH WILL YOU 


for our new folder: 


HAVE — NAMES OR PEOPLE?” 


D-R Special List Bureau 


Division of Dickie-Raymond, Inc. 


80 BROAD STREET BOSTON 10, MASS 











BURIED TREASURE 
IN YOUR PROSPECT LIST 


Dig up that prospect list! Let Ahrend’s 


proved mail promotion techniques 
turn your prospects into customers. 
Youll benefit from: 

© Creative talent that consistently 


wins National Awards for results! @ 
56 years of merchandising-by-mail ex- 
perience! ® 40,000 square feet of mod- 
erg facilities for handling your job 
from the planning to the Post Office! 
Rely on the firm with the habit of suc- 
cess! Let’s talk it over—now. In the 
New York area there’s no obligation. 


DW. AH REND COMPANY 
(Neale 


333 E. 44th St., N. Y. 17, MU 6-3212 
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FAN MAIL 


We liked the way J. P. Gramling 


told us to put him on our list. Here’s 


his letter. 
Dear Mr. Hoke: 


This is the baby sitter speaking. 


found so the luckless job fell to me. 


slipped up to the drug store, bought a 
half dozen all day suckers, climbed into 
delightful 


ever 


chair for the most 
baby sitter anywhere 


the easy 
evening any 
spent. 


Bet you in six months you couldn't guess 
what made me enjoy this job so much. 


Here’s the answer. 


First it was the May 1948 Reporter OF 


Direct Maiti ADVERTISING from cover 


cover, then the June issue, then the July 


’Nuf sed, 


issue, 


Really, Mr. Hoke, | enjoyed every page 
of each of the three issues, and now I real- 
ize what I have been missing all along not 


having your good publication. 


With this. how about placing my name 
on the mail list for a year’s subscription 


(and bill the company). 


With every good wish for you and yours, 


1 am 
Sincerely. 


(signed) J. P. Gramling 


Ass’t Sales Manager 
U. O. Colson Company 


Paris, Illinois 


HOW ONE COMPANY 


BACKED POSTAL 
EMPLOYEES 


J. R. Connor, advertising manager 
of R. Mars (wholesalers), 410 First 
Street S. E., Washington, D. C., sent 
us a sample of one of his mailings 


. done by offset. 


Front page of 4-page folder is a 


letter that reads... 


Dear Friend: 


We hope you approve the Washington 
Herald ad on the reverse side of 
indeed, we trust you will pass 


Times 
this letter 
it on to another Washingtonian. 


FOR NOW IS 


simple justice for government workers. 


Your suggestions, criticism or plans on 
how we in Washington can better cooper- 


(Continued on Page 37) 


Here 
in Paris, Illinois, baby sitters get from 25c 
-to 75¢ an hour. On Tuesday evening, August 
24th, there just wasn’t a baby sitter to be 


THE TIME when all 
residents of Washington should work to- 
sether in our common interest as well as 








EXCLUSIVE LIST 
REPRESENTATION 
RESPONSIBILITY 


The Old Missouri Mail Order Sage, t'e 
Gotham Mailing List Wizard (even fis 
competitors admit it and call him a 
different name) will accept exclusive sal s 
responsibility from a few more list owne's 
whose names total not less than 7,500 or 
more than 50,000. 


Write for terms 


WALTER DREY 
49 West 45th St., New York 18, N. Y. 








MORE SALES 
MORE GOODWILL 
MORE PROFITS 
FOR YOUR BUSINESS 


Write letters that will sell your products or 
services—the kind for which experts are paid 
$25.00 to $100.00. 

OR . insure a profitable business career 
for yourse'f as a professional FREE LANCE, 
serving clients, or win promotion where 
you work. 

Modern, dynamic 3-section course, “HOW 
TO BECOME A MASTER LETTER WRITER”, 
by nationally known CHANNING D. CRAD- 
DOCK is a short-cut to success and profits 
for the ambitious — satisfaction surpassing 
expectations guaranteed! 

Valuable brochure, ‘‘HOW TO BUILD A FREE 
LANCE LETTER WRITING BUSINESS”, included 
with course. Send TODAY for free eviden- 
tial, convincing literature—NO OBLIGATION. 


C. F. ROEHR 
935 Van Houten Ave., Clifton, N. J. 














When you pay out good 
money for mailing lists, 
— he sure they ure CLAS- 
SIFIED ... real pros- 
pects for your particu- 
Let a topflight mailing list 
broker select the RIGHT lists for your 


promotion. Intelligent. Helpful. Amer- 
ican and Foreign lists available. 
Choice lists from America’s leading 


name compilers. Write for information 
today. 


E. J. ELLER (Mailing List Broker) 


126 Lexington Ave 1000 §$ 
- utter St.. 
New York 16, N. Y. San Francisco 9, Calif. 
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425 WEST 57th STREET 
NEW YORK 19, N. Y. 
‘Plaza 7-7835 


Write for booklet or phone 
for representative. 
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NOW READY 


Beautiful Christmas Let- 
ters, guaranteed to win 
the hearts of your cus- 
tomers. Successfully used 
by hundreds of clients 
every year. Write for 
free samples. Distinctive 
Advertising Service, P. O. 
Box 1182, Albany, N. Y. 





DON SELF-MAILERS 


THEWA-IN-I UNIT FOR EVERY DIRECT MAIL USE 


+h 

QYTGOING ENVELOPE, SALES LETTER, 

SORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


| ERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


TE FOR SAMPLES AND INFORMATION 
~ The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 








REACH—ALL 
Mailing “Lists on Labels’ 


$3.85 


Per M Addressed Labels 


A LIST FOR EVERY PRODUCT 
Send for Complete Catalog Today 


REACH ALL CO. 


209 E. 2nd St. New York 9, N. Y. 
53 W. Jackson Blvd. Chicago 4, Ill. 
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_ That Sell by Mail 


Let us put to work for you certain “magic”’ 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 














100,000 Offset 


Copies in 24 Hours 
New High Speed _ Rotary 
Offset Presses make this fast 
service possible . . . at a 
saving in price! Use it on 
your current job. 





8%" x 11”, one side, black ink, 
16 Ib. Sulphite Bond 


ree $42.00 
._ ee $30.00 
aS $17.75 
ee $12.75 


F.O.B., New York City 











rite for Free Samples and Price List 


DUO PROCESS CORP. 


112 Broad St. New York 4, N. Y. 
WHitehall 4-4009 




















ate on these and other matters of civic 
interest will be welcomed. 


Sincerely yours, 

(Signed) J. R. Connor 

Advertising Manager 

R. Mars ... The Contract Co. 

Back cover has reprints of two ads 

that ran in Washington papers. An- 
other one is printed on inside spread 
... and titled, “A Living Wage Helps 
Everybody. Four Points for Con- 
gress to Consider.” 


The ‘ad pushed for a raise in pay 
for postal employees. 


The mailing piece was sent to 
postal workers . . . and 10,000 Mars 
customers and prospects. The re- 
sponse was great . . . says Mr. 
Connor. 


Postal workers and their organiza- 
tions as far away as the West Coast 
wrote letters of appreciation. ‘Their 
oficial publication commended the 
mailing and reproduced the ad at 
their own expense. 

Mr. Connor says... 

“So what we intended as simply a good 
will gesture to our ‘cooperators’ turned 
into a valuable selling aid. We are con- 


templating another 10,000 reprint of the 
ad and the letter.” 


PLAIN JANE 


(Continued from Page 22) 





tem. Don’t forget to flag all names 
which reply to a mailing so they can 
be readily skipped when sending 
further follow-ups. Once inquiries 
are tagged you can direct special 
letters to them or query salesmen on 
their status until they enter the fold 
as customers. Having evidenced 
interest, these names should receive 
preferred attention. 


Maintenance 


After the master list is completed 
. .. duplicate cards should be made, 
segregated according to territories 
and distributed to each salesman. Be 
sure indexes and tabs are also sup- 
plied and provide or suggest adequate 
file housing. A stack of cards—good 
prospects though they be—will do 
little but gather dust if you haven't 
educated and interested your men or 
women in the care and feeding of lists 
and what maintenance means to them 
in added revenue. 


This is the second installment of 
Alice Drew’s story about mailing 
lists. Third and final section will 
appear in November issue of THE 
REPoRTER. Be sure not to miss tt. 








| 


r 














: 





muy 
sap 








fee 


yp 














‘made™ fo order... 


No matter whom you want to reach 
... the country’s 39 largest corpora- 
tions employing 20,000 or more 
employees or the 1,200,000 small 
businesses employing fewer than 3 
persons...Dunhill will get for you 
their names, addresses, and any or all 
pertinent information. The country’s 
largest publishers, banks, insurance 
companies, industrialists, use Dunhill 
for lists. They can be tailored to your 
measure, cut to your pocketbook. 


Dunhill List Co. Inc. 


Dept. R, 565 5th Ave., New York 17 


Plaza 3-0833 


Branches: Washington, Los Angeles, Atlantic City, 


Cleveland, Miami, San Francisco 











Here are 11,334 buyers 
who are going to spend 


82090 EACII (av.) 


for periodicals and books 
THIS YEAR 


11,334 libraries (public, college, spe- 
cial) are listed and described in the new 
AMERICAN LIBRARY DIRECTORY. 
Their combined budgets exceed $100,- 
. 000,000 with about $23,700,000 ear- 
marked for books and periodicals. 

Whether you sell something libraries 
need, or merely want to put your story 
before the opinion-makers who use 
library subject files, you need this mail- 
ing list. The cost is 1/6th cent per name. 

The AMERICAN LIBRARY DIREC- 
TORY, 18th edition, is published this 
month—-next revision late in 1951. It 
gives budgets, personnel, size, and has 
an index to special subject collections. 
It is compiled in the offices of the 
Library Journal and Publishers’ Weekly. 
Price $17.50 postpaid. 


LIBRARY JOURNAL 
G2 W. 45 St., N. Y. 19, N. Y. 
Headquarters for directories and mailing 


lists in the book publishing and library 
fields. Write for list of lists. 

































































It is important to 
consider maiiing lists, 
postal reguiations, 
mechanical processes, 
et. al., but first con- 
sider the competent 
creation of copy, art, 
and ideas! See: 
Hanley Norins 
The r.inE-LANCER 
. 701, 401 B’way 
New York 13 
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As Required by Law 


Statement of the Ownership, Manage- 
ment, Circulation, etc., required by the 
Acts of Congress of August 24, 1912, 
and March 3, 1933, of THE REPORTER 
of Direct Mail Advertising. 


Published monthly at New York, N. Y., 
for October, 1948. 


State of 
York, 


Before me, a notary public in and for 
the State and County aforesaid, per- 
sonally appeared M. L. Burfeind, who, 
having been duly sworn according to 
law, deposes and says that she is the 
treasurer of the magazine, 7'he Reporter 
of Direct Mail Advertising and that the 
following is, to the best of her knowledge 
and belief, a true statement of the 
ownership, management, ete., of the 
aforesaid publication for the date shown 
in the above oe required by the 
Act of August 24, 1912, as amended by 
the Act of March 3, 1933, embodied in 
section 537, Postal Laws and Kegula- 
tions, printed on the reverse of this 
form, to wit: 


1. That the name and address of the 
publisher, editor, managing editor is 
llenry Hoke, 17 East 42nd Street, New 
York 17, N.Y. That the name and ad- 
dress of the business manager is M. L. 
Lburfeind, 17 East 42nd Street, New 
York 17, N. Y. 


2. That the owner is: The Reporter 
of Direct Mail Advertising, Inc., 17 East 
42nd St., New York 17, N. Y. The names 
and addresses of stockholders owning or 
holding one per cent or more of total 
amount of stock are: Henry Iloke, presi- 
dent, 540-77th Ave., St. Petersburg 7, 
l‘lorida, M. L. Burfeind, treasurer, 96 
President St., Lynbrook, N. Y., Henry 
R. Hoke, Jr., secretary, 26 Hunt Lane, 
Levittown, Hicksville, N. Y. 


3. That the known bondholders, mort- 
gagees, and other security holders own- 
ng or holding one per cent or more of 
total amount of bonds, mortgages, or 
other securities are: Ilenry Hoke, presi- 
dent, 540-77th Ave., St. Petersburg 7, 
Florida, M. L. Burfeind, treasurer, 96 
President St., Lynbrook, N. Y., Henry 
R. Iloke, Jr., secretary, 26 Hunt Lane, 
Levittown, Hicksville, N. Y 


4. That the two paragraphs next 
above, giving the names of the owners. 
stockholders, and security holders if 
any, contain not only the list of stock- 
holders and security holders as they 
appear upon the books of the company, 
but also, in cases where the stockholder 
or security holder appears upon the 
books of the company as trustee or in 
any other fiduciary relation, the name 
of the person or corporation for whom 
such trustee is acting, is given; also 
that the said two paragraphs con- 
tain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which 
stockholders and security holders who 
do not appear upon the books of the 
company as trustees, nold stock and 
securities in a capacity other than that 
of a bona fide owner: and this affiant 
has no reason to believe that any other 
person, association, or corporation has 
any interest direct or indirect in the 
snid stock, bonds, or other securities 
than as so stated by her. 


M. L. BURFEIND. 


aa York, County of New 


Swern to and subscribed before me 
this 5th day of October, 1948. 


Lawrence F. Dunn, Notary Public. Com- 
mission expires March 30, 1949. 











DANGER! 
ADVERTISING 
AT WORK 


Another example of frank adver- 
tising crossed our desks this month 
.. . from Cogen’s, Inc., 42 Weybosset 
Street, Providence 3, Rhode Island. 


It's good. 


From an offset press, this 4-page, 
SY," x 11’, grey-red-black folder 


sells Cogen’s Direct Mail services. 


Front cover has familiar zebra- 
striped railroad gate in down posi- 
tion. Copy in red reads, 


“Danger, advertising at work. The fol- 
lowing pages contain genuine, undiluted 
advertising for the services and products 


of Cogen’s, Inc. . . . proceed at your own 
risk.” 


Inside is the regular advertising. 


Then on the back cover . . . the 
gate is raised and a finger points the 
way. It says, “Come on to Cogen’s.” 


DIRECT MAIL 
WORKS BEST 


At the last annual Cincinnati 
convention of the Associated Tele- 
phone Exchanges (the folks who 
answer your phone when you are out) 
... Frank C. Kingsland of Cleveland 
testified: “We found that while direct 
solicitation is good, it isn’t as paying 
a proposition as sending out Direct 
Mail.” He reported on two cases: 66 
contracts from a mailing of 250 
booklets: another 1200 mailing pro- 
duced 150 new accounts. 


Mr. Kingsland believes in con- 
centrated selective Direct Mail. He 
hits all the logical prospects in one 
office building at one time .. . so 
that follow up and completion of 
arrangements can be handled most 
conveniently. Then the Direct Mail 
shifts to another building. 


And here’s a peculiar wrinkle. Mr. 
Kingsland found that if his Direct 
Mail reaches a building on a rainy 
day he gets more inquiries back 
immediately. His inquiry span for 
each mailing runs five to six days 
starting about third day after mailing. 





When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 
WM. F. RUPER™ 


Compiler of national birth 

lists EXCLUSIVELY for ‘he 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 











. More pictures 
LOOK! for less — ‘00 
| smart, new photos montily. 
Useful to pep up covers, cds, 
house organs, posters. Used 
by biggest advertisers. W-ite 
for FREE proofs No. 112. 


EYE*CATCHERS, Inc. 
10 East 38th Street New York City 16 









CLASSIFIED ADS 





Rates, $1.00 a ling — minimum space. 3 
lines. Help and Situation Wanted Ads 
50c per line—minimum space 4 lines. 








ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 


15P East 40th Street New York 16, N.Y. 





FOR SALE 


5 L. C. SMITH STENCIL CUTTING 
MACHINES. Series 2030000. Perfect con- 
dition. $150 each. Tradetype, Inc., 24 
South Grove St., Freeport, N. Y. 








GIFT ITEM 





IF YOU ARE looking for a GIFT item 
(under $3) for personal or business Sea- 
son’s Greetings to customers, employees, 
or friends: Your name, Company address, 
and HOME ADDRESS, on a penny postal 
to The House of Dyal, 30 Irving Place, 
New York 3, N. Y., will bring you a free 
SAMPLE, with NO OBLIGATION, or fol- 


low up other than mailing list. 





MAILING LISTS 








10,000 WOMEN MAIL ORDER BUYERS. 
Active Customer List. For full details 
write: George Lenhoff, Lincoln 8, Nebr. 





ADDRESSING $3.50 THOUSAND 
No charge for our lists 
SPEEDADDRESS BY SPEEDAMATIC 
48-02 43rd St., Woodside, N. Y. 





SITUATION WANTED 





SUPERVISOR—Multigraph, Mimeograph 
or Mail Room. 30 yrs. exp. Age 44. Will 
go anywhere. Box 92, THe Report. 
17 E. 42d St., New York 17, N. Y. 





THE REPORTER OF DIRECT MAIL ADVERTISING 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING & MAILING EQUIPMENT 


MAIL ADVERTISING SERVICES 

















All Purpose Metal Equipment Corp....258 Mill St., Rochester 4, N. Y. Advertisers Mailing Service, Inc...... 915 Broadway, New York 10, N. Y. 
Century Letter Co., Inc.......... 48 East 2lst St., New York 10, N. Y. 
ADDRESSING SERVICE — TRADE Mary Ellen Clancy Company......... 250 Park Ave., New York 17, N. Y. 
De Gro dt and Associates, Inc....... 8729-78th St., Woodhaven 21, N. Y. Kent Associates, INC..........0eee00.- 30 Irving Place, New York 3,N. Y. 
Shapin Typing Service...... .68-12 Roosevelt Avenue, Woodside, N. Y. Biatlosraph Co., IMC.....ccccccce 39 Water Street, New York 4, N. Y. 
Sh Serer rrrr rrr rrr err rr 3902 - 9th Ave., Brooklyn 32, N. Y. P.vmmer Letter Service.............-.... Box 294, Chi.licothe, Missouri 
ke 33 West Hubbard St., Chicago 10, Il. 
ADVERTISING SPECIALTIES — Woodington Mail Adv. Ser., Inc........ 1316 Arch Street, Phila. 7, Pa. 
pert. ir i ; coed th St., Brooklyn 12, N. Y. 
Advert. ing Specialties Mfg. Co 18 East 89 y MAILING CONTAINERS & BOXES 
ART, COPY & LAYOUT SERVICE SO BORGO TOM COMI 6 occ cceccccesesecccceess Attleboro Falls, Mass. 
Memiasy MOGs 604 4dcccansou Rm. 701, 401 Broadway, New York 13, N. Y. MAILING LISTS 
The W: .ton Company............. 425 West 57th St., New York 19, N. ¥Y. Advertisers Mailing Service, Inc...... 915 Broadway, New York 10, N. Y. 
AUTOMATIC TYPEWRITERS George R. Bryant. ........eeeeeeees 55 West 42nd St., New York 18, N. Y. 
tic T riter Co..610 N. Carpenter St.. Chicago 22. 1] D-R Special List Bureau................ 80 Broad St., Boston 10, Mass. 
American Automatic Lypewriter Co.. +: Ss Ss, — Walter Drey...............02.:- 49 West 45th St., New York 19, N. Y. 
BLOTTERS Dunhill List Company ee ee ee ee ee 565 Fifth Ave., New York 17, N. Y. 
_ — 2 i Pe tckenekabensseeeneees 1000 Sutter St., San Francisco 9, Calif 
Advertising Specialties Mfg. Co..... 218 East 89th St., Brooklyn 12, N. Y. Guild Company.....-......---:-+. 76 Ninth Ave., New York 11. N. Y. 
BOOK Industrial Ban ee re 45 Astor Place, New beg ~ io ue 
9 , WE Sa bh 66 sce cccaccesecas 215 Fourth Ave., New York 3, N. Y. 
Graphic BOOKS, INC...........+sseeeeee Ring Bldg., Washington 6, D. C. J. R. Monty's Turf Fan Lists......201 East 46th St., New York 17, N. Y. 
Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
Joe Johnson 8, po nonl py yy 12. Minn W. S. Ponton, Inc.....635 Avenue of the Americas, New York 11, N. Y. 
. Se ee ee i im . , Reach-All Company................ 209 East 2nd St., New York 9, N. Y. 
CARDVERTISER 0 OG ee eee 90 Fifth Ave., New York 11, N. Y. 
The Elliott Addressing Machine Co..127 Albany St., Cambridge 39, Mass. METERED MAIL EQUIPMENT 
PPPOE TT TTT TTTTTTTTTTT TT TT ire Stamford, Connecticut 
DIRECT MAIL AGENCIES 
D. H. Ahrend Company, Inc........ 325 East 44th St., New York 17, N. Y. MULTIGRAPH TYPE 
RICWT CORMORE o.ccccccecccccecscece 22 West 48th St., New York 19, N. Y. Uni-Bar Fastype Co. .......... 138 North 12th St., Philadelphia 7, Pa. 
Distinctive Advertising Service..... 304 Lyon Biock Bidg.. Albany, N. Y. MULTIGRAPHING 
Gs Be, Sine 6 ess k ene eeen 633 N. Water St., Milwaukee 2, Wis , ; 
Me ASOOGIIOOR, BBs dcccccccceveccess 30 Irving Place, New York 3, N. Y. The Michael Press............. 145 West 45th St., New York 19, N. Y. 
Jules Lippit Advertising, Inc..... 130 West 42nd St., New York 18, N. Y. OFFSET PLATEMAKERS 
Mailograph . PTT TT ETL a Water Street, New York a N. .* Michael Lith Company........... 145 West 45th St., New York 19, N. Y. 
Reply-O Products Company....... 50 West 22nd St., New York ~~ » # ee 
Philip I. Ross Company............ 38 East 57th St., New York 22, N. Y. , ‘A ER MANUFACTURERS 
fested Sales Producers, Inc....... 131 West 53rd St., New York 19, N. Y. Fox River Paper Corporation......... 2013 Appleton St., Appleton, Wis. 
Philip J. Wallach Company....... 150 East 35th St., New York 16, N. Y. Hammermill Paper Company...............++-eeeee- Erie, Pennsylvania 
International Paper Company..... 220 East 42nd St., New York 17,N. Y. 
DIRECT MAIL TRAINING COURSE The Mead Corporation................ 230 Park Ave., New York 17, N. Y. 
oe 17 East 42nd St.. New York 17. N. Y. Rising Paper COMPANY... .ccccccccccecs West Springfield, Massachusetts 
PHOTOGRAPHS 
DIRECTORIES . 
Library Journal...............0.c. 62 West 45th St., New York 19, N. Y. BUS CORTNETS, SRB. 66000 s0eeresecsens SO Sass SOR St., Now Terk 16. H.'s. 
PLATES & wet ~ 
. : ENGRAVERS Wemminwbem Mame, Bae... 2. cccccccccccces 2 Main St., Bridgeport 1, Conn. 
POMOOT “BOGE, TG. co cccccccccccesecs 460 West 34th St., Ne r a we 
60 West 34th S w York 1 POSTCARDS 
| ENVELOPES Artvue Post Card Company.......... 227 Fifth Ave., New York 10, N. Y. 
Porson atm 7 re - pene St., io. York 13, N. Y. Reba Martin Kolorcards.......... 145 West 45th St., New York 19, N. Y. 
anta Envelope Company.......... ost ice Box 1267, Atlanta 1, Ga. 
Cupples-Hesse Corp....... 4175 N. Kingshighway Blvd., St. Louis 15, Mo. PRINTERS & LITHOGRAPHERS 
Samuel Cupples Envelope Co., Inc...... 360 Furman St., Brooklyn 2, N.Y. RL coe caneseencen ees 335 Adams St., Brooklyn 1, New York 
i | COE 380 Capitoi Ave., Hartford 6, Conn. Duo Process Corporation............. 112 Broad St., New York 4, N. Y. 
Direct Mail Envelope Co., Inc.......15 West 20th St., New York 11, N. Y. The House of Dyal............-. 30 Irving Place, New York 3, N. Y. 
Massachusetts Envelope Co.......... 641 Atlantic Ave., Boston 11, Mass. Bwcello Press, INC... ......cccees 400 North Homan Ave., Chicago 24, Ill. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleve and 14, Ohio The Michael Press............ 145 West 45th Street, New York 19, N. Y. 
Tension Envelope Corporation....... 345 Hudson St., New York 14,N. Y. Wetzel Brothers................ 444 North Broadway, Milwaukee 2, Wis. 
The Wolf - 
e Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio PRINTING EQUIPMENT 
ENVELOPE SPECIALTIES Harris Seybold Company.......... 4510 East 71st St.. Cleveland 5, Ohio 
The Sawdon Company, Inc....... 480 Lexington Ave., New York 17, N. Y. SS GI 6 cc ce cccccwcesccusess Federal at 26th, Chicago, IIl. 
HAND COLORING SALES MAGAZINE 
ee Sy Mis cst cewnncecnans 145 West 45th St., New York 19, N. Y. Males MOTI 2. cc cccccccccccecs 417 North Dearborn St., Chicago 10, Ill. 
INKS STENCIL ADDRESSING—CUTTING 
Interchemical Corporation........ 350 Fifth Avenue, New York 1, N. Y. Tradetype, Imc....... ce. 4 South Grove St., Freeport, L. I. N. Y. 
LETTERHEADS TYPE FACES 
Universal Lithographing Co......... 4309 Diversey Ave., Chicago 39, III. American Type Founders Sales Corp................... Elizabeth, N. J. 
, LETTER WRITING COURSE TYPEWRITERS 
Oe Wy SE isi sree eeeeedewebeakaeee 935 Van Houten Ave., Clifton, N. J. Varo T URGE. «ccccscceces 333 Avenue of the Americas, New York 14,N. Y. 
MAIL ADDRESSING STICKERS VACATIONS 
Eureka Specialty Printing Co.................. Scranton, Pennsylvania Happy Acres Vacation Club..........cceeeeeeeeeees Middlefield 1, Conn. 
DIRECT MAIL LETTERS MULTIGRAPHING SUPPLIES SITUATION WANTED 
LETTERS BY GEORGE! Really sell. Cost- RIBBONS, INK AND SUPPLIES for the ADVERTISING MANAGER, experience 
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SHORT NOTES 


DEPARTMENT 


(Continued from Page 5) 


> UNUSUAL EFFECT is achieved by 
William H. Weintraub & Co., Inc. (Adver- 
tising). 30 Rockefeller Plaza, New York 

in their press releases. Graph 
paper is used, ruled in blue .. . 8 squares 
to the inch. Both for enclosure and 
envelope. Purple ink for dittoed mes- 
sage. Just different enough to attract 


attention. 


> THIS REPORTER spent a very pleas- 
ant and profitable hour reading every 
word of the 50th Anniversary book pub- 
lished by the International Paper Com- 
pany, 220 East 42nd Street. New York 
17, N. ¥. We really shouldn’t say any- 
thing about it in THe Reporter because 
we have been warned by Dick Faulkner 
that there are positively no extra copies 
available for distribution. It is a glam- 
orous job. 114 pages, 10%” x 13°’, 
with a stiff board cover. All three prin- 
cipal printing methods were used in the 
production. Letterpress for text pages. 
sheet-fed gravure for photographs, offset 
lithography for maps and charts. The 
photographs are out of this world. In 
many cases the reproductions were better 
than the originals. One of the best books 
yet to give a concise complete story of 
the growth of the paper business. Per- 
haps your paper merchant can let you 
see a copy. 


pp 


& PICTURED HERE is the last of four 
advertising portfolios designed for their 
2000 agents ... by the Central Manufac- 
turers Mutual Insurance Company of 
Van Wert, Ohio. Titled “The Fast Freight 


Train” . . . it carries sales and advertising 


material for the insurance agent, concen- 
trating on blotters, policy stickers, letter- 
heads and counter displays. Designed to 
help agents of the Central lessen pros- 
pect resistance, heighten prospect interest 
effectiveness of 


ands increase 
contacts. 


daily 





& CAN YOU GUESS what caused the 
smiles in the Circulation Department 
last month? Well, here’s what happened. 
They received a renewal blank from 
Dudley Kleist, Kleist & Company, 2622 
S. E. 25th Avenue, Portland 2, Oregon. 
Not for 1 year or 2 or 3... but for 
four (4) years. First time in Reporter 
history. Faith . . . that’s what we call it. 
Reminds us of Herbert Casson, publisher 
of England’s “Efficiency Magazine.” He 
offers a life subscription . . . terminating 
on death of either subscriber or himself. 
Just wondering how many Reporter read- 
ers would go for that idea . . . if the 
U. S. Post Office would allow it? 


Jee 


> THE ANSWERS TO THE following 
questions are given in a 35-page, mimeo- 
graphed report. Sponsored by the Amer- 
ican Association of Industrial Editors, 
John Reagan, president, (of Sonoco 
Products Company, Hartsville, South 
Carolina). Question: “What are the rec- 
ognized Journalism Schools of the coun- 
try doing today to provide special train- 
ing and education for: a. Undergraduates 
who wish to become industrial editors; 
and, b. Working industrial editors who 
desire further training?” Conducted by 
Robert D. Breth, Management Consult- 
ant, Philadelphia. Titled “Formal Edu- 
cation for House Organ Editors.” De- 
signed to improve education in house 
magazine editing. Consists largely of 
percentages of Yes and No answers to 
questions . . . asked of heads of 78 
Schools of Journalism. And _ interpreta- 
tion. Some very interesting facts re- 
vealed. 


> ALL OF THE MEMBERS of the 
former Graphic Arts Victory Committee 
were shocked to learn of the untimely 
death of Robert B. Huddleston on Sep- 
tember l6th. Bob was one of the spark 
plugs of the GAVC, which functioned 
during the war to aid government bu- 
reaus in promoting home front wartime 
projects. He was advertising manager 
of the American Type Founders Sales 
Corporation, Elizabeth, New Jersey. His 
many friends in the graphic arts and 
Direct Mail business will miss him. 


JJ2 


> “NEWS & VIEWS” is the name of 
the bi-weekly, internal house magazine 

. of the Caterpillar Tractor Company, 
Peoria 8. Illinois. The theme of the 
September 3rd issue is most unusual. 
Editor Max Bass’ editorial is titled “How 
to Go Out of Business” . . . and his fea- 
ture article. “Our Competitors.” In them 
he highlights Caterpillar's many com- 
petitors, their strength and merchandis- 
ing techniques. He then goes on to 
call for common management-employee 
awareness to meet the challenge. 
Inside there are many pictures of com- 
petitors’ tractors, bulldozers, ete. A dif- 
ferent treatment by Editor Bass .. . of 
an old problem. But with the right touch. 
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& A PRODUCTION AID for industrial 
editors has made its appearance. Called 
“Saving on Engraving.” (See above) 
Will be mailed regularly to those inter- 
ested. Essentially an external house mag. 
azine ... its aim is to help supply editors 
with practical information on how to 
secure maximum results from engraving 
budgets. Mainly by common sense rules 
in artwork, layout and makeup prob- 
lems. If any REporTER readers would like 
to be put on their list . . . write to Basil 
L. Smith System, 1016 Cherry Street. 
Philadelphia 7, Pa. 


JJ 


&> LAST MONTH we pictured the clever 
two-fold card that Rapid Grip and Batten 
Limited of Toronto, Canada, used to 
clean up its mailing list for dead names 
and old addresses. Just received word 
from George Franklin, their Sales Promo- 
tion Manager. that returns were better 
than 60 per cent. Even considering the 
nature of the mailing . . . that figure is 
a very encouraging one. 


JJ 


> WATCH OUT for local showings of 
a new color movie “Rainbows to Order’ 
just produced by International Printing 
Inks. Had its premier showing Septem: 
ber 20th in New York. Will be booked 
to advertising clubs and graphic arts 
groups. Tells of the development of 
color in advertising printing. Incident 
ally .. . glad to see that our old friend. 
John W. Power (formerly manager o! 
the Cambridge branch of IPI) has been 
made assistant to the president. 


App 


> IS THE REPORTER on your press 
release and mailing list? If not 
please put us on. Be sure that we see 
examples of your latest Direct Mail 
pieces. And after returns are in you can 
let us know how successful you were. 
We'll publish the newsworthy items. 
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In these days of high salaries, your com- Your Secretary 
pany is looking for ways to save time in every will like 
possible operation. If you can conserve this = J 1 
costly time—and do the job even better Envelope Know-How 


than before — you're doubly interested. by don herold 


Specialized Tension Envelopes are actually ‘This breezy, easy-to-read booklet 

7 pone presents new short-cuts to old prob- 

saving millions of minutes for progressive, ems. It's fun to read—simple to 
forward-looking companies! They also pre- _— follow. To get a copy for your 

vent mistakes, cut postage costs, protect Girl Friday: 

envelope contents and attract favorable at- | Write on your letterhead today to the 
tention. Perhaps you, too, would like to enjoy = Tension Envelope Factory nearest you, 


these advantages. or your local sales representative. 


jer every business ase 
“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. © St. Lovis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 





Your layouts will come to life 
when the job is printed on 














Lithographers and letterpress printers 
who are using this new and brilliant offset paper 
by International have found that it sets new 
standards for beauty and faithful reproduction. 


International Paper Company, 


220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL PAPERS 


PRINTING AND CONVERTING 








